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lo distribute small tools and not Seriously Tho 

handle drills would be worse than 

backing a four flush in a poker game. \lmost daily some new hard-headed 

I L ; 
To sell four or five different makes of hardware man tells us he is going to 
taps. dies, drills, reamers, etc.. in com- concentrate on the line of small 
l . . . . . 

petition with the distributor who tools. Whether because it is a full 

knows the value of concentration, 1s line. or because it is a quality line, be- 

a little like backing a straight against : 3 7 

a royal flush cause the prices are right or the resale 

« « . . 

‘ . ; prices maintained, we don’t know— 

Maybe you hadn't realized that vou — ca hi 

can have a “royal flush” in the game maybe because of all these things. 

of tools. In any event, more and more _ pro- 

oe ee ae oO 

You can—Just by being sure that your es dealers are lining = 100% 

whole small tool line carries the @FD with the @¥D line—and this includes 

trade mark! GTD Twist Drills. " 
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Eagle Soft Paste is pure Old Dutch Process White Lead that comes already 
broken up to shop-lead consistency. Thinned as needed on the job—saves 
break-up time. Soft Paste is ground in more linseed oil than our regular 
grinding—15% instead of 8%. In 100, 50, 25, 12% pound steel containers. 
Write for free folder containing new mixing formulae for Soft Paste. 


The Eagle-Picher Lead Company, 134 North La Salle Street, Chicago. 


EAGLE Soft Paste 
PURE WHITE LEAD 


OLD DUTCH PROCESS 





Saves time 
and labor! 


Use Pure Lead Paint! 


It’s the surest way to 
guarantee satisfaction. 

















These are 
profit-bringing 
items of door 
hardware from 
the SARGENT 

LINE 




















Cylinder office door lock. No. 
780514, page 294A of catalog. 
Also suitable for apartment 
houses. Extra heavy lock with 
center anti-friction latch bolt— 
so constructed that it is the best 
lock of this type on today’s 
market. Guarded bolt prevents latch bolt and stops 
in face of lock being forced back or tampered with 
when door is closed. Can be furnished in master 
keyed and grand master keyed sets. Can also be 
keyed in with other Sargent Cylinder Locks. 


























Jimmy-proof lock P4399. Page 
244 of catalog. Flush cylinder. 4 
Practically unlimited changes. 
When door is locked, the triple 
bolts a ree through holes in 
strike and into openings in case, 
locking together bolts, strike, 
and case in such a way that 
they cannot be forced apart. 
Bolts will continue to operate 
Fire exit bolts Nos. 5244 and 5248. Page 346 of even though door shrinks or sags. 
catalog. Suitable for small schools, motion picture 
theaters, etc. Gravity locking, cannot be operated 
from outside of door. Operated from inside by 
slightest pressure on crossbar at any point. These 
bolts are furnished complete with attachments for 
doors 8 feet high and 3 feet wide, with 54-inch 














stile. Can be cut off, as described in catalog, for Handle 7161. Of solid brass, forged iron 
smaller doors, enabling you to carry stock to fill finish. Suitable for entrance doors, and 
all orders promptly. eavier exit bolts with roll- especially designed to harmonize with early 


back latch bolt, furnished to order for large audi- : : : : 
toriums, theaters, etc., are also inuiaded’ ia the English, Spanish, Italian, or Mediterranean 


Sargent line. style houses. 











SARGENT & COMPANY, Hardware 
Manufacturers, New Haven, Connecticut 


t 
AX New York: 94 Centre Street 


ye S$ G0 Hardware Chicago: 150 N. Wacker Drive (at Randolph) 
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The hands go ’round relentlessly, 
proving the worth of one prod- 
uct, eliminating another branded 
with inferiority. In one year 
the hands rest at twelve 730 


you will know the effort and ex- 
perience back of Bosley’s. 


Multiply that by 60 and 











The Clock Test of Quality 


To endure, a company must 
produce a product of un- 
questionable quality. Manu- 
facturers come and go, of- 
fering weather strip of 
doubtful grades for a while 
until eliminated by the su- 
preme test—time. 
Bosleys Weather 
Strip has been made 
and sold the coun- 

try over for’59 





dealers could reckon their 
sales by miles. 


A complete line of quality 
weather strip bears this time 
tested name—from inexpen- 
sive types the home owner 
can tack up himself to 
the more elaborate all- 
metal styles which 

effectually seal 

doors and win- 


Is sold by th ili t d b y 7 
years. bought Pa all the pod Fc ag ello dow S for many a 


Jobber fails you, write us. 


frigid winter and 


Thousands of THED.W.BosLEyComPaNy — dusty summer. 


CHICAGO 


MONTREAL 


You do not build your house on sand. In merchan- 


dise, too, depend on rockbound expertence. 


OSLEY”" 


Weather Strip 


wn 




















"THERE are at least a thousand and one uses for 
Nicholson Files—we daresay a great many more. 
Every use for Nicholson Files is a valid reason for 
someone to buy them. 


Our National advertising is giving some twelve 
million probable tool buyers many of the “thou- 
sand and one reasons” for buying Nicholson Files. 


Hardware and mill supply dealers who carry 
Nicholson Files are finding a ready market for 
these widely advertised tools. 





Lo list of publications in 
which Nicholson File ad- 
vertising appears includes 
the Saturday Evening Post, 
Collier’ s, thirty-six Nev-spap- 
ers, Farm Papers (National 
and State), Trade, Scienti- 
fic and Business Periodicals, 


OLS 
SSe% 
USA 


(TRADE MARK) 


NICHOLSON FILE COMPANY A File for Every 


Providence, R. 1.,U.S.A. 


Purpose 
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TENSO IN CARTONS/ 


makes summer chain replacement business ©& 


rofitable for youp 























Quick sales—easy sales and profitable sales 
are being made by dealers who feature these 
popular chain needs. A little reminding 
pressure will double your chain profits, for 
there isn’t an item in your store that is so 
necessary during summer months. 


Feature ACCO Chain Special- 
ties to your home-owner and 
farmer trade. Put an as- 
sortmentofcartoned 
chains where 
your custom- 
ers will be re- 
minded. 











AMERICAN CHAIN COMPANY, Inc. ; 
Bridgeport, Connecticut | Teague 


In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 













District Sales Offices: Boston, Chicago, New York, Philadelphia, Pittsburgh, San Francisco hs 
f° ———_ sweeten Pe, 
Porch Swing Chains Dog & Kennel Chains Plumber and Safety Chains Butt Chains 
Hammock Chains Wagon Chains Log or Binding Chains Heel Chains 
Sash Chains Coil Chain, Welded and Well Chain Breast Chains 


Dog Leads Weldless Trace Chains Halter Chains, etc. 


—— — ——y 
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One Broad Publishin g 


Co = 


Its Publications Broadly 
Cover the Following 
Industries and 
Trades 


Automotive 
Automotive Industries 
Automobile Trade Journal 
Motor Age 
Motor World Wholesale 
Operation & Maintenance 
Commercial Car Journal 
Chilton Catalog & Directory 
Automotive Industrial Red Book 


Hardware 

Hardware Age 

Hardware Age Catalog 
Jewelry 

The Jewelers’ Circular 
Metal Trades 

The Iron Age 
Optical 

The Optical Journal 
Petroleum 

The Petroleum Register 

Oil Field Engineering 
Shoe - 
Boot & Shoe Recorder 
Textile 

Dry Goods Economist 

Dry Goods Reporter 

The Drygoodsman 

Pacific Coast Merchant 
Toys 

Toy World 
Warehousing 

Distribution & Warehousing 








Exten 


T is the objective of each of the 
twenty-two United Publishers 
Corporation units, to serve best the 
interests of its respective field. 


Co-ordinated by a source of central 
control, it is possible for this vast organ- 
ization at once to cover its fields in the 
broadest manner and to give infinite 
attention to specific details. 


The. ordering of the smallest cut, is 
attended as carefully as the formulation 
of an entire advertising campaign. 


You may readily feel, when being served 
by any unit of the U. P. C. that you 
are receiving the most intelligent and 
diligent attention available in your par- 
ticular line. 





UNITED PUBLISHERS CORPORATION 





239 West 39th Street 


A. C. PEARSON 
irman of the Board of 
the U.P. 
President of the Textile 
Publishing Co., N. Y. C. 


FRITZ J. FRANK 
President of the U.P.C. 
President of the Iron Age 
Publishing Co., N. Y. C. 


eR RAI REE deat = 





a 


New York City 


c. A. MUSSELMAN 
Vice-President of the U.P.C. 
President of the Chilton 


Class Journal Co., Phila. Printing Co., N 


F. C. STEVENS 
Treasurer of the U.P.C. 
President of the Foteral 


~] 
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Purpose 


Throughout the UPC 


Established 1846 
Published every week— 
on Saturday 













‘ Published by ies 


Textile Publishing Company 
239 WEST 39th STREET 
NEW YORK CITY 
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Unloading the hay, grain or 

fodder during harvest is just as 

4 , important as the loading opera- 
—< ‘ 4 Ps > : ‘ és : tions in the field. 

> SS | ’ . e a Speed involving a minimum of 


‘ time and labor are all essential, 


and particularly so where the acre- 
DRAFT ROPE 

























age is extensive and the crops are 
heavy. 


Myers Sure Lock Sling Un- 
loaders—now adjustable to all 
standard styles of steel track—are 
remarkable examples of high efh- 
ciency in the unloading of field 
crops from the rack into the mow. 






Designed and developed by ex- 
perts for speed and light operation, 
built to carry maximum loads with 
minimum labor, their superior 











, ROPE TO 





















TRIP CAR qualities are so pronounced that 
AT ANY those who are interested in larger 
ELEVATION capacity unloading equipment for 





slings or forks are easily and 


OF LOAD quickly sold. 





Permit us to send catalog and 
quote on Myers Sure Lock Sling 
Unloaders, and the many other 
styles of Myers Unloaders, Forks, 
Slings; Pulleys and Fixtures which 
have for so many years been first 
in choice of discriminating and 
progressive farmers. 

Write or wire. 


Sy 
ee THE F. E. MYERS & BRO. CO. 
»\ ASHLAND, OHIO 


For All standard Styles of W steel Track 


SLING UNLOADER 
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A hang that has never been equalled . . . 
heads press-forged from the finest tool ° 
steel . . . clear, second growth hickory 
handles that have been air-dried for 
years ... these are the features that 
make Maydole Hammers the choice of 
men who buy only the finest tools .. . 
your best customers. 


Your jobber can supply you with stand- 

ard assortments or any styles and 
weights you wish. Write for a supply 
of interesting Pocket Handbook 23 “C.” 


May dole 
Hammers 


The David Maydole Hammer Co.,Norwich NY 
1839 
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The most complete line—simplifies buying 





— — a 
— cea - 


Stanley Mitre Box No. 
358. Just one of a com- 
plete line of mitre boxes. 





It’s a Stanley! 


“It’s a Stanley,” you say. And your customer 
is satisfied. For has not the name “Stanley” 
been identified with fine tools as long as you 
and he can remember? 


The complete line of Stanley Tools will ma- 
terially lessen your sales effort, for in talking to 
the majority of your customers, all you have 
to say is: “It’s a Stanley.”’ 


THE STANLEY RULE AND LEVEL PLANT 
New Britain, Connecticut 


STANLEY TOOLS 
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~ CMIRRO 


The Finest Aluminum 


The BEST COOKS use 


‘Aluminum 


Watch MIRRO 





The Adverti 
vertisin 
VAPO-SEAL ; ead 
pty It is appearing in 
\ full color in Ladies” 


Home Journal and 
Good Housekeep- 
ing; in black and 
white in Delineator 
and Woman's Home 
Companion and 
other magazines 





THE HEAVY CoveR.A. 
FITS THE GROovE.B. 
AND KEEPS THE VAPOR In 














This Mirro Cooker has no clamps 


There is a 4-piece master set of these Vapo-Seal uten- 


You have three powerful arguments to help you sell 
sils—1o-qt. Cooker, 3-qt. Covered Pan, Covered Skillet, 


Mirro Cookers:—(1) greater convenience, thanks to 


the improved clampless cover; (2) greater cooking 
efficiency, owing to the VapoSeal construction; and 
(3) superior Mirro quality. 

The Mirro Cooker is only one of a group of new 
Mirro utensils of the Vapo-Seal type that will put 
new life into your aluminum wares business. Your 
customers are ready and waiting to buy this de luxe 
heavy ware for healthful cooking with little or no water. 


and Dutch Oven—which you should be showing right 
now. It retails for $17.15; allows you a full-sized 
profit. A handsome poster comes with each set. Mail 
us your order for at least one set now. The Mirro 
salesman will get full credit, and you will profit by 
putting extra speed behind this order. 
ALUMINUM Goops MANUFACTURING COMPANY 
Manitowoc, Wisconsin 


ALUMINUM 


F MIRO | 


DOMESTIC 
SCIENCE 
TESTED 


ALUMINUM” 





“Sauk. BETTER 
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~ Better Goods 
that Sell 
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*‘We decided to mount the crankshaft on anti-friction bearings which 
would give the longest possible service,’’ writes the Coldwell Lawn 
Mower Co. of Newburgh, N. Y. And they selected Timken Bearings. 
“We decided on Timkens for the revolving cutter shaft for the reason 
that this shaft is subjected to a thrust load as well as a radial load and 
Timken is the only suitable bearing for this point.” 

So there you have a noted manufacturer’s mechanical reasons for Timken 
Bearings—they last as long as the machine, whether used for fierce 
crankshaft service in a power mower, or used in hand mowers, washers, 
oil burners and other utilities. 

And you know that the public has confidence in a machine the instant 
you mention Timken Bearings.‘‘Timken-equipped”’ means better machines 
that sell better. 


THE TIMKEN ROLLER BEARING CO., CANTON, OHIO 


TIMKEN 


Tapered 
ROLLER BEARINGS 
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Made From 
Full Gauge 











Open Hearth Steel is 








Practically all modern homes are screened when built or rebuilt. The 
screening of homes once considered a luxury is now considered a 
necessity. 


Most people used to figure that the cheaper painted brands were good 
enough. Now home owners see the economy in using the best and 
avoiding continual expense in repainting, repairing and renewals. 


One of the most durable and satisfactory brands of Screen Wire 
Cloth is GRAY-WICK which is made in its entirety by us from 
Open Hearth Steel produced in our own furnaces. The wire is 
drawn in our own mills, Every process in the manufacture of 


GRA Y-WICK 


is under our expert supervision. 


Only full gauge wire is used both lengthwise and crosswise. Wher- 
ever sold and used it has given unfailing satisfaction. That is why 
customers buy the same brand when they require more wire cloth. 


GRAY-WICK is also attractive—its soft pleasing Gray color wins 
customers instantly. When unrolled it lies smooth and flat making 
it easy to cut and apply. It carries an extra heavy electro zinc coat- 
ing and is enamelled with a high grade transparent varnish which 
adds years to its life. You cannot sell a better steel wire cloth. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 

Wickwire Bronze 


Your jobber will supply you 





12 Mesh, 
14 Mesh, 
16 Mesh, 





No. 
No. 
No. 
No. 
18 Mesh, No. 





Gray-Wick 
may cost 
a little 
more, 
but— 
It is 
worth 
it. 


33 gauge each way 
33 gauge each way 
33 gauge filler 
34 gauge warp 
34 gauge each way 
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Fair Warning 


@ The final forms for the 


RETAIL CONVENTION NUMBER 


of 
HARDWARE AGE 
close June 26th 


Don’t miss the opportunity of 
getting your sales message to the 
merchants and jobbers in one of 
the most exhaustively read issues 
of the year. 


This calls for immediate acttion—mail your copy 
today to 


HARDWARE AGE 
239 West 39th Street 
New York, N. Y. 


(Regular Space Rates Apply) 





















IN 


— OLIVER 
: =i | BOLTS / 


fe quality in every Oliver Bolt and Nut is 
the expression of almost three quarters of a 
century of intensive experience in manufacture. 
It is the combination of keen engineering skill 
tempered with practical experience. It has guar- 
anteed satisfaction to bolt users for many years 
—but never more completely than today.“Look 
for the “O” on the head of all Oliver Bolts.” It 


is your protection against inferior quality. 













OLIVER IRON AND STEEL CORPORATION 


South Tenth and Muriel Streets 


PITTSBURGH, PA. 
Established 1863 
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pow Dexto 


















improved 
micrometer 
adjustment 


Forged Steel 
Full Polished 


Graduated 
Shank 








ADJUSTING rt 


Placed in most practical position. WORTH WHILE TOOLS 
: ; a : No. 25—Small size, with cutters Nos. S1 and S2. 
Adjustment is very sensitive, easily operated and Weight per dozen, 3 lbs. 
No. 75—Large size, with cutters Nos. S3 and S4. 
aa holds firmly when set Weight per dozen, 8 Ibs. 
‘ . Cutters, Nos. ....... Sl $2 S83 S4 
Each Bit Tested and Guaranteed Will cut, inches.....%to% %tol% %tol% 1%to3 


The Peck, Stow & Wilcox Co., Southington, Conn., U. S. A. 
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Magnets for Increasing Sales. 


RE YOU satisfied with the volume of 

your sales? If not, analyze your 

business and see if it isn’t due 
largely to lack of the proper number of 
display tables. Many dealers are using all 
their floor space will accommodate. 


There is scarcely a hardyvare store today but could 
increase profits by using more display tables. Increase 
your table display and up to a certain point your sales 
will increase likewise. 


Every customer that comes into your store is the poten- 
tial buyer of an extra article. Merchandise openly dis- 
played stimulates action on dormant desires, and the re- 
sult—a definite increase in sales. Let the customer see, 
examine, and compare your merchandise and he will sell 
himself. 


With your merchandise attractively displayed on War- 
ren Tables, customers practically wait upon themselves. 


Speeds Turnover 
More Sales 
Reduces Overhead 
Fewer Clerks 


Thus you can reduce your most costly over- 
head item—clerk hire—through this self- 
serve system. 

Speed turnover, reduce overhead, satisfy 
customers. These are 1928 methods of in- 
creasing 1928 profits against chain store 
competition. 

Warren Display Tables can’t be beat for value, quality 
and practical service. Prices are based on quantity pro- 
duction with the resulting low cost. They are made by 
the manufacturers of Warren Sectional Display Fixtures. 


Invest! Display tables are no longer in the experi- 
mental stave but are anvroved and successful method of 
merchandising. A sound investment paying big dividends. 


Check and mail the coupon for the Display Table 
Folder which illustrates, describes, and prices many dif- 
ferent styles and sizes. 


The J. D. Warren Mfg. Co. 
208 West Washington St. Chicago, Illinois 


Over 40 Years Specialized Manufacturers of 





SECTIONAL DISPLAY FIXTURES 





Please senl me: 
(1) Display Table Folder 


OEE, 6 e 8k aS ee 2814 2 anaes 


Street Address ...... 





BEB RRB BE BRST EB RE eee ee eee 


The J. D. Warren Mfg. Co., 208 W. Washington St., Chicago, III. 


i 

t 

' 

1 

| {] The Warren Catalog of Sectional Display Fixtures 
| OO Nail Bin Counter Folder 
| 

# 

1 

‘ 

1 
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><Announces the 3rd great 


invention of the year exe 


ARLY this year Coleman brought out the New Instant Gas 

Starter for Air-O-Gas Stoves. Then came the Instant Lighting 
Coleman Iron. Now comes the third great achievement... the 
perfection of the 


NMEUY Instant Lighting 
Coleman Lamps and Lanterns 


This remarkable invention does away with pre-heating. Just strike a match, 
open a valve ... instantly you have the pure-white light for which Coleman 
Lamps and Lanterns are famed the world over. 


Here are a few of the NEW features that will create new sales and profit 
opportunities for Coleman Distributors everywhere. 


] New Lighting Method—No more pre-heating of any kind. Just open the 
valve and hold a lighted match near the mantles. 


2 New Triple-Life Generator—New self-cleaning type. Automatic. Cleans gas- 
tip every time valve is opened. Retards carbonization—no more clogging up 
quickly. Lasts 4 to 5 times longer than old style generators. 


3 New Safety Features—Automatic Pressure Release prevents flooding—forces 
all air pressure out of fount without spilling fuel. whenever valve on an 
unlighted lamp happens to be left open. 


New Beauty—Graceful new lines, rich new finishes, beautiful new shades, 
new harmonious color effects in keeping with the new “color-in-the-home” 
movement. 


5 New Models~A complete line with or without built-in pumps. 


These are only a few of the many interesting details. In an early issue of this 
paper, the New Instant Lighting Coleman Lamps and Lanterns will be fully 
described and illustrated. Watch for this announcement. Meanwhile if you 
would like advance color-prints of the new models write your nearest Coleman 
factory or office. 


THE COLEMAN LAMP & STOVE COMPANY 


General Offices: WICHITA, KANSAS, U.S.A. 
Factories: Wichita, Chicago, Toronto Branches: Philadelphia, Chicago, Los Angeles 
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HIS issue of WARDWARE 

AGE carries a number of 
exceptionally helpful articles 
and features. The series on the 
subject of credits and collec- 
tions continues with “How to 
Extend Credit” by a student of 
this phas# of merchandising. 
Guy Hubbart’s “As Advertised” 
is a real contribution to these 
pages and a real help to the re- 
tail hardware man. 

Carolina and Arkansas Con- 
ventions are reported in_ this 
number, and the regular fea- 
tures of the paper all make up 
a worth while trade paper. 


Read What They Say 
About Us: 


I am more than pleased that I 
can get hold of a magazine such 
as Harpware AGE because I 
get a good many points on sell 
ing tnd displaying merchandise, 
also the news from over the 
country and the writings of 
Saunders Norvell which are very 
interesting. 

Very truly yours, 
Carvin A. COLLESTER, 
1051 N. Mount St., 
Indianapolis 


You bet I want the HARDWARE 
AGE. 
Yours very truly, 
(Signed) Gro. H. BrAnpau, 
Jackson, Tenn. 


We could not get along with 
out HARDWARE AGE in our busi 
ness. 

Your respectfully, 
{ Signed) 
MacDONALD & MARCZAN, 
Port Huron, Mich. 
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—— and unlocking some garage doors has become 
as complicated as operating the doors of a Safe 
Deposit Vault in a National Bank... locks, bolts, pad- 
locks, chains, catches, tracks, tripping devices and whatnot. 


McKinney Quicklock is as welcome as flowers in Spring 
to a garage-weary public—and the hardware trade, too. 


Here is a latching bolt for garage doors that swing out which oper- 
ates complete with a simple twist of the wrist. Cylinder Lock and 
Bolts operate on a single turn of the key It is eukek to open, quick 
to close and can be completely attached in a matter of minutes. 


Locks automatically and securely—When the key is removed the 
Quicklock is in locking position—thus when the doors are closed 
again the garage is automatically locked. The Quicklock is placed 
on the active door which closes against 
two steel plates fastened to the inactive 
door and which act as an astragal or 
stop. Quicklock is operated by a five- 
a r cylinder with a paracentric 
ey. The lock can be furnished without 
the cylinder and is arranged so that any 
standard cylinder can be used. 
With Quicklock the doors can be 
unlocked from the inside without the 
use of akey—merely lift the inside handle. 
The top and bottom gripper pawls are 
a so that the lock cannot be re- 
eased by any instrument from the outside. 
No springs. Nothing to get out of order— 
The construction is strong and rugged. 
There is no weak spot. 
No service door necessary—The opening 
and closing of the main door is as easy 
as the operation of a service door. For 
this reason the expense of a service door 
can be saved. 
Send for literature on the Quicklock. It 
is the solution to the complete locking of 
a garage—all in one compact unit. Write 


McKINNEY MFG. COMPANY 
Pittsburgh, Pa. 
OFFICES IN PRINCIPAL CITIES 
Makers of McKinney Hinges and 
Forged Iron Hardware 


Mc KINNEY 


uicklock. 
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Chain Store Competition 


Not Merely a Retail Problem 


N the majority of business discussions, chain store 
competition is referred to as a retail problem; a 
problem in which manufacturer and wholesaler 

are interested only in an indirect way. 


We fail to see the logic of any such attitude. To 
our mind the chain store method of merchandising 
has created a problem of direct interest to the whole- 
saler as well as the retailer. It is also a problem in 
which manufacturers, particularly those whose goods 
are distributed through wholesalers and retailers, are 
directly interested. 


If the chain stores continue to grow and expand, 
at the rate they have in the past five years, they can 
only do so by crowding out a certain number of inde- 
pendent retailers. It is a fallacy to contend that they 
can create enough new business to attain that growth. 
Undoubtedly they are creating some new business, 
but much of their growth from now on must come 
from old business directed into new channels. Since 
the chain stores do not buy from wholesalers, any 
deflection of business from independent retailers to 
chain outlets means an actual loss of that business 
to the wholesalers. Naturally the manufacturers who 
distribute their goods through wholesalers must share 
that loss. There is nothing indirect about such a con- 
dition. 


But that isn’t the whole story. Some chain store 
organizations already own or control some of the 
manufacturing plants which supply them with mer- 
chandise. If such a venture proves successful, it is 
logical to assume that the chains will acquire addi- 
tional factories, and come more and more into direct 
competition with independent manufacturers. 


Meanwhile there is a distinct possibility of the chain 
stores entering the wholesale field. One of the sub- 
sidiary companies of The Great Atlantic & Pacific Tea 
Company is the American Coffee Corporation. This 


subsidiary company manufactures Bokar coflee, a spe- 
cial brand coffee, which, until recently, has been sold 
only by the A. & P. stores. 

Now the company is making a test to see if it can 
induce independent retail grocers to stock this special 
brand coffee. The test so far has been confined to a 
comparatively small territory in the State of Penn- 
sylvania, but, if successful, will probably spread over 
the whole country. 

Surprising as it may seem, it is said that a majority 
of the retailers called on to date have placed orders 
for the special brand product. Certainly this is direct 
competition for the wholesaler as well as the manufac- 
turer. To be sure coffee is a grocery product, but is 
there any particular reason why the same manufactur- 
ing and distributing methods cannot be applied to in- 
dustries outside the grocery field? 

The independent grocer who buys a- chain store con- 
trolled product, is probably influenced to do so by the 
thought that this is an opening wedge which will 
eventually allow him to buy all kinds of staple gro- 
cery items at low prices. He fails to realize that in 
helping to create a demand for the branded product 
he is building business for his competitors; that he 
is virtually putting his stamp of approval on the spe- 
cial brand merchandise. He also fails to realize that 
the chain store company could at some time in the 
future, if it wished, stop selling him the branded prod- 
uct and again confine the sales to chain outlets. 

Be that as it may, the test referred to is apparently 
being made to ascertain whether or not independent 
merchants will buy chain controlled goods, and the 
motive behind the move is not one of mere curiosity. 

It is an indication that chain stores see, in their 
rapid expansion, the possibility of eventually out- 
growing their present field of activity. 

Are they looking for other tender toes to step on? 


This is the ninth of a series of articles in which the Editor of HArbwAre AGE discusses 
the Chain Store Competition in all its phases 
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Basement auto accessory department of Duncan & Goodell Co., Worcester, Mass. r 
On the opposite page are two recent window displays of this firm created by M. W. Haynes the display manager 


of this room. 


Garage shop equipment is shown in another part 


wenty- Three Million Customers 


Buying tires, tubes, tire valve parts, ignition parts, motor replace- 

ment units, tools, wire, auto lamps, stop light, and other auto- 

mobile accessories. Expert predicts continued production of four 
million cars per year. WHAT A MARKET! 


HERE were 23,127,315 registered motor cars in 
the United States in 1927. Details by States are 
shown in the chart published on the opposite page. 
Alfred Reeves, General Manager, National Automobile 
Chamber of Commerce addressing New York credit 
men recently, predicted that America will continue to 
make 4,000,000 cars per year. These figures, almost 
staggering, give one quickly a picture of the auto acces- 
sories market, which should be of increasing interest to 
all hardware merchants, with the possible exception ot 
those whose stores are located in the down town con- 
gested sections in about five major cities. 
Manufacturers of auto tool kits, tires, tubes, repair 
parts, ignition units bumpers and other accessories tell 
us that the hardware trade is destined to become an 
even more important factor in the future distribution of 
their merchandise. They base these statements on their 
own sales records and on their keen observation of the 
present trend in their field. The high credit standing 
of the hardware trade makes it a most desirable outlet 
for both manufacturer and wholesaler. The hardware 
merchant finds auto accessories even more attractive 
today, because the average motorist has become more 
familiar with cars and requires practically no installa- 
tions or other mechanical services. This permits the 





entire ‘line to be sold on an over the counter merchandise 
basis. 

The demand for other goods alone is a big factor in 
bringing motorists into hardware stores. The tool de- 
partment by itself starts the motorist buying for his car. 
The proper display and selling effort will add to these 
purchases, tires, tubes, and the other accessories. 

Today, car manufacturers are successfully selling the 
idea of more than one car to a family. While it may be 
true that this particular campaign is primarily intended 
to decrease the number of trade-ins and thus help the 
used car market, this very fact adds weight to the selling 
possibilities in accessories. Every used car kept in 
service and every used car resold means definite sales 
for some merchant catering to the motorist’s needs. 

Starting with a set of five tires with tubes, skid chains, 
new set of spark plugs, new fan belt, new windshield 
wiper, new wire, new lamps, tool kits etc, the hardware 
dealer will find the man who acquires a used car, either 
through purchase or inheritance one of his best acces- 
sory customers. 

Few used car dealers handle any extras. An arrange- 
ment could easily be made to obtain the names, addresses 
and makes of cars sold through these channels. These 

(Continued on page 73) 
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Total 1927 Registration of Automobiles in United Missouri ee ee ae 682,419 610,303 72,116 1,835 
ie 112,735 94,733 18,002 156 
States Fixed at 23,127,315 Nebraska ......... 373.912 $342,357 «$31,555 «1,109 
There were 23,127,315 registered motor cars in the Nevada ..... peeres 25,776 20,414 5,362 99 
: . - . ~ "e New Hampshire ... 96,009 83,415 12,594 1,387 
United States, in 1927, according to a State list com- : - Posse - 
. : New Jersey ....... 712,396 586,510 125,886 6,857 
piled by the Bureau of Public Roads of the Department Sir iin... 50.201 57,643 1,648 170 
of Agriculture, and issued recently by the Automotive New York ........ 1,937,918 1,624,535 313,383 16,347 
Division of the Department of Commerce. The com- *North Carolina ... 430,499 390,223 40.276 1.194 
plete registration list by States follows: North Dakota ..... 160,701 144,830 15,871 277 
tiseiiiiaiaa i en oo ee 1,570,734 1,374,402 196,332 7,749 
“aien Meter 7 ie ag RTAHONIA 65s oases 503,126 437,776 65,350 1,200 
rt: when Same an Ortpee 0... 244,572 223,582 20,990 + ~—s- 2,030 
Pa 243,539 211,633 31,906 420 Pennsylvania ...... 1,554,915 1,354,548 200,367 14,267 
PMO Ga kSsiek ss 81,047 79,802 1,245 271 Rhode Island ...... 118,014 98,861 19,153 1,250 
PROSE © os os sws 206,568 174,524 32,044 303 South Carolina .... 199,635 179,571 20,054 325 
Ce 1,693,195 1,479,411 $213,784 9.444 South Dakota ..... 169,552 153,019 16,533 229 
a 268,492 245,107 23,385 1362 Tennessee .......5. 294,567 269,086 25,481 904 
Connecticut ....... 281,521 238,509 43,012 SUBS “ORAS! 262k ki See 1,111,407 996,397 115,010 3,081 
DEIBWATE 2.05006 ss 47,124 38,037 9,087 Ge saeco 93,976 80,731 13,245 531 
i a 394,734 332,979 61,755 1,243 Vermont .......... 79,527 73,308 6,219 601 
RPMED. ipsa be a's 300,635 262,630 38,005 O09 ViFSHNA s..ccncess 337,607 288,666 48,941 2,025 
Lo a a ene 101,336 91,306 10,030 440 Washington ....... 384,583 326,667 57,916 2,501 
| a es 1,438,985 1,254,421 184,564 6,135 West Virginia .... 245,819 217,689 28,130 1,431 
RE fa Socediced 813,637 697,359 116,278 3,501 Wisconsin ......... 698,289 609,795 88,494 2,903 
| See 704,203 649,309 54,894 L7ey°)| Wryonting .....:.....< 51,955 45,539 6,416 134 
0 ees eee 501,901 447,273 54,628 1,218 District of Columbia 111,680 98,162 13,518 1,151 
Memtieky ..6 6608s 285,621 255,892 29,729 693 — - —_— — —_—— 
Louisiana .....<..% 255,000 216,000 39,000 510 Total ...........23,127,315 20,230,429 2,896,886 120,303 
ee eee 163,623 132,927 30,696 1,245 
Maryland ......... 270,935 265,768 5,167 2,415 +Busses included with trucks. *Last six months of year regis- 
Massachusetts ..... 694,107 614,359 79,748 7,245 tration only, as year commenced July 1. §Preliminary data, sub- 
OOOO oo 0.0 1,154,773 7998,781  +155,992 3,585 ject to revision. {Totals do not include 134,868 cars and 4,056 
Minnesota ......... 646,682 565,401 81,281 2,295 motorcycles which are tax exempt as used by Federal, State, 
Mississippi ........ 218,043 196,239 21,804 83 and municipal governments. 
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About Robots—Mechanical and 
Otherwise 


By Saunders Norvell 


HERE is a drawer in my desk—right-hand lower 

—dedicated to the Harpware Ace. As I work 

I drop correspondence, copies of my letters, clip- 
pings of various statistics, etc., into this drawer. Then 
when the time comes for me to write my weekly letter I 
pull out this drawer, glance over its contents and then 
my nerve fails me. I should reproduce a lot of inter- 
esting letters about the sale of cutlery, about price cut- 
ting, about the high cost of distribution and a lot of 
other interesting and similar subjects. But, somehow, 
I just feel that my readers at times get fed up on these 
subjects as I do. If we did not get just a little fun out 
of life and out of business as we go along, what a dreary 
world this would be. 

So, with your permission, I am going to push this 
drawer to with my foot and forget all the wisdom, sta- 
tistics and general and valuable information this drawer 
contains. 


“They Also Serve Who Only Stand and Wait” 


No doubt you have read about the new robot vending 
man that is going to be manufactured by the Consolidated 
Automatic Merchandising Corporation. According to 
the stories we hear, this salesman will stay put wherever 
you place him in your store, in front of your store or 
in a railroad station, or a moving picture show, without 
finding it necessary to take any food, or drink, or any 
sleep for twenty-four hours out of the night and day. 

I remember a quotation ‘of Milton which reads: 
“They also serve who only stand and wait.” Somehow 
this mechanical robot reminds me of this Milton quo- 
tation. 

Suppose you rush into a shop in a hurry to get a 
package of cigarettes. All of the clerks in the shop are 
busy. You do not have to wait. You just turn to the 
robot. There he stands, chuck full of cigarettes. You 
need change. He makes change for you. Then you drop 
the correct amount for a package of cigarettes in his 
upper left-hand coat pocket, and the cigarettes fall out 
of the machine. Then, to your surprise, this robot will 
say “Thank you! They are toasted. There isn’t a cough 
in a carload. Call again.” 


A Model Employee 


No time lost. No extra conversation. The human 
clerks in the store have their time saved to sell a pipe, 
or a box of cigars, or some item of considerable value. 
The robot will just patiently do the work of selling the 
nationally advertised low-priced articles. He will never 
kick for a raise. He will never ask to go to his grand- 
mother’s funeral on the day of a decisive baseball game. 
He will never ring up and tell you he has a bad cold and 
the doctor has told him to stay in bed. 

A dealer, who read the recent publicity about the robot 
machine that was published by the Associated Press in 
all parts of the United States and simultaneously in all 
parts of Europe, in many foreign countries and in va- 


rious languages, wrote to me as follows: “Say, this 
robot is a great idea. He will be a fine thing for the 
jobbers and the retailers. He won't know how to cut a 
price. It will be impossible for him to give any confi- 
dential extra 5’s just because he won't have any of them 
wound up in his inside machinery.” 

With a clerk like this a proprietor of a store can go 
to bed and sleep soundly, knowing that goods will be 
sold at the ONE RIGHT PRICE. Every sale will be 
recorded. Every cent of cash will be correctly taken in. 
No mistakes will be made in making change. No clerk 
will make a sale and then forget to record the charge. 
Then, too, customers will not be called by their wrong 
names. No mistakes will be made in wrapping up the 
goods. When you push the vest button of this robot 
for a Camel cigarette, that is just what you will get and 
nothing else; and, besides, this robot wil] not decide 
that he is underpaid and that the proper thing for him 
to do is to raise his own salary by “holding out” on the 
cash. 

There is one thing, however, that the robot refuses 
to do and that is to push a cash register and take change 
out of it. He makes his change from his own insides, 
and he is his own cash register as well. 


*« * * 


Elevator Starting May Be an Art 


My office at No. 25 Broadway is a curious place. The 
building is owned by the Cunard Steamship Company. 
There are local elevators and express elevators. This, 
of course, is not surprising. That is a common thing 
in a good many buildings, but I have been somewhat 
surprised to discover thgt there are also local passengers 
and express passengers. In other words, the starter of 
the elevators will put most of the people into an elevator 
while certain distinguished gentlemen are put into an 
elevator all by themselves and they go through without 
the tiresome stops caused by so many people getting 
on and off. It is rather agreeable to be a single express 
passenger on an express elevator, being shot up to the 
twenty-first floor. Of course, at Christmas time there is 
a reckoning, and the gentlemen who were carried as 
express freight are supposed to do the right thing by 
all the elevator men—not forgetting the starter. 

Now, I have a bad habit of noticing little things. One 
of these starters always smiles. Whenever he meets me in 
the morning, it cheers me up. But they have another 
starter who seems to be in difficulties with his mother- 
in-law, or something of that kind, because he always 
has a grouch. I don’t suppose he knows how grouchy 
he is. That is the trouble. It is just like halitosis—your 
friends won’t tell you! 

I have sometimes wondered whether this starter just 
has it in for me personally. Possibly, sometime inad- 
vertently I may have hurt his feelings, but I have watched 
him handle other people, and he gives them the glassy 
eye just as he does me. 
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Somebody should tell this starter and talk to him 
quietly on the subject. They should teach him how to 
cheer up. Of course, the life of an elevator starter may 
not be an exciting one, but still one should show that 
they are the “captains of their souls” by overcoming 
even the monotony of starting elevators. 

In any event, these two starters just illustrate to me 
the difference in men. If, 1 had a good job that an 
elevator starter could fill, I certainly would pick the fel- 
low who smiles. 


“Seeing New York” Means Overlooking 
a Great Deal 


I am a member of a Luncheon Club in our neighbor- 
hood, but to go to this club takes a lot of time. 1 never 
go alone. I only go when I| have guests. Then we sit, 
drink our coffee, smoke our cigars, look out across 
New York harbor and watch the great liners coming 
and going. 

This club overlooks Battery Park, the very tip of New 
York City. The old Battery Park building, where the 
nightingale, Jenny Lind, sang so many years ago, is now 
the Aquarium. Here you can see a wonderful collection 
of fish. The Aquarium is so arranged that the light 
from the windows comes down through the water. A 
spectator studying the fish is in a position just as if 
he were under the water and had to look up toward the 
surface. 

I hadn't thought of it before, but we might offer as 
an inducement to customers not only a luncheon at the 
club, but afterward a visit to the Aquarium. We might 
study out the biological facts that have led to the ex- 
pression: “Poor fish!” 

Then, up the street, a short distance from our office, 
is the majestic, towering Woolworth Building. Here, 
also, I have my little joke. When a customer calls on 
a beautiful clear day I say to him, “Well, Bill, how are 
your folks at home? I am so glad to see you. Won't 
you let me show you New York?’ He immediately 
perks up and says, “Sure. I haven’t a single date for 
tonight.” “Oh, no,” I answer, “You are mistaken. 
What I meant was I| will take you up to the top of the 
Woolworth Building, where you can see more of New 
York than you have ever seen before.” That trip only 
costs 50 cents for two, and when the Prince of Wales 
was here he thought this view of New York was 
wonderful. 


Luncheon Alone Need Not Be Colorless 


Speaking of lunches, now and then I have no one 
to take me out, so I wander around the neighborhood, 
hunting up a place for a good lunch. One place in the 
neighborhood is Schrafft’s. This place has a high-class 
lunch counter in front and a dining room in the rear 
and upstairs. A large number of “private secretaries” 
in Wall Street come here daily for luncheon. I have 
studied what they order. Their diet is interesting. 
Usually it is ice cream and a Dill pickle. At the lunch 
counter these “private secretaries” subsist on ice cream 
sodas from breakfast until dinner in the evening. 
Schrafft’s is a nice place, well managed, pleasant wait- 
resses, but it is usually too crowded. 

If one is alone, it is somewhat wearing upon the ner- 
vous organization to sit squeezed between two “private 
secretaries” and listen to three conversations going on 
all at once. Still these conversations are interesting. 
They are usually just about two things: First, what he 
said to her and what she said to him; and, second, about 
clothes. These two subjects—men and clothes—seem 
to be the universal topics. I gathered from some of this 





conversation that very attractive ready-made clothes are 
now being offered by the department stores, and I also 
gathered the tact that the sale of shears in the family 
is being curtailed, because the “private secretaries” in- 
stead of making their own clothes are buying them ready 
made and having them “just slightly altered.” 

* * 

One day when I was alone, | happened to try the build- 
ing next door. I went down into the basement. This 
restaurant was the strangest place I ever got into. 
There wasn't a chair in the place. There were small 
round tables scattered over the room, and these tables 
were on a level with your elbows as you stood up. In 
the center were several large coffee machines and stacks 
of just plates, knives, spoons and forks. I watched the 
crowd, and I saw the first thing to do was to pick out 
your queensware, then take your cup to the young fellow 
who was serving coffee. He filled it and also supplied 
you with cream and sugar. Then you placed your 
queensware on one of the high tables and then started 
on a survey around the walls of the room. Qn shelves 
were arranged all sorts of prepared dishes. Each dish 
was advertised by an attractive card. I studied the as- 
sortment of sandwiches, and I never before knew there 
were so many kinds of sandwiches in the world. | 
picked out a ham sandwich and a Swiss cheese sandwich, 
wrapped in tissue paper, and carried them over to my 
queensware. The coffee was good. The sandwiches 
were also very fresh and very palatable. 


More Observations Anent Statues 


When I finished eating I asked my neighbor how we 
paid in this institution, and he said, “Go over to that 
cash register and tell the boy what you ate, and he will 
give you a ticket. Then pay the cashier.” For the two 
sandwiches and coffee I received a ticket amounting to 
25 cents—5 cents for the coffee and 10 cents for each 
sandwich. Then I paid the cashier and walked up to the 
level of Broadway. 

Evidently this restaurant trusted its customers. If 
it had any check on how much you ate, I couldn't 
see how it was done. 

¥ x 

As I had eaten very quickly, and as I felt I could 
take a little extra time for luncheon without being called 
down by the “boss,” | lighted a cigar that cost thirty- 
five cents—ten cents more than my lunch—and walked 
over to the little square with a fountain, facing the 
United States Custom House. 

I remembered this place well, because it is here you 
get your passports fixed up. They also invite you to 
this building to discuss in a friendly manner any little 
differences that may arise in regard to your income tax. 

There are a lot of statues, arranged more or less 
artistically, in front of this building. These statues 
symbolize agriculture, manufacturing, shipping and other 
subjects bearing upon commerce. 

Now some very fine statues are placed on the top of 
the building. Up there nobody can see them! Of 
course, they make a convenient resting place for the 
birds. I am going to start a movement among art 
lovers of New York to have these statues taken down 
from: the top of this building and placed ‘n Battery Park, 
where people can actually see them and tell what they 
are all about. This thing of having statues up in the 
sky belongs to a former era. The modern idea of 
statuary is to have the statues almost on a level with the 
people where they can be studied and appreciated. 

I remember in a park in Spain, when I was wander- 

(Continued on page 68) 
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where he works, and possibly in some cases, as to the 
amount of his income and for .references. Of these 
rather typical questions, the place where a customer lives 
or works has little bearing on his ability to pay or his 
honesty. The amount of his income might be vital in- 
formation if the merchant did not almost invariably 
neglect to take into consideration that that same customer 
is undoubtedly buying many varied items from other 
stores on the installment plan and his income is shrunken 
materially when their installments are deducted. 


Names of Two Other Retailers as Important as That 
of the Bank 


Really the only piece of information that may be of 
possible value to the merchant is summed up in the word 
references. But here again is a chance for a slip-up. 
Apparently the most impressive reference that a cus- 
tomer can give and one most readily accepted by the 
merchant is the name of some bank. But think a moment 
—does the fact that the prospective customer has never 
over drawn his bank account necessarily mean that he 
will pay his bills promptly? Perhaps the customer has 
borrowed money from the bank and the banker tells 
you that it was repaid in a most prompt and satisfac- 
tory manner but remember the banker had security for 
the loan and was in a position to force the collection. 

In order to really safeguard himself there is just one 
piece of information which the merchant should insist 
upon having from the customer applying for credit— 
the names of at least two other retail stores with whom 
the customer has traded. If the banker can ask all the 
questions he does and then demand security for a loan 


T has been said that the principal difference between 
a banker and a retail merchant is that the banker 
makes a profit by extending credit while a merchant 
usually loses money by extending it. As a matter of 
fact, the banker in advancing money to a client and the 
merchant in selling goods on credit are doing exactly 
the same thing—they are loaning a portion of their 
capital investment with the expectation that it will be 
repaid. If one can gain a profit and the other suffer 
a loss in practically the same kind of transaction there 
must be a radical difference in the method used. 
Most merchants who have had occasion to borrow 
money at a bank can recall something of the bankers 
methods. He wishes to know what the money is to be 
used for, whether the use is essential, what security or 
guarantee of its return can be made, and finally exacts 
a written promise, containing a statement of the per- 
centage of profit he is to get, that it will be paid at 
some definitely fixed future date. Then ten days or 
so before that date of payment arrives, he reminds the 
borrower of the fact and if payment, or a renewal of the 
loan is not made promptly, the security put up is taken 
over or at least positive collection proceedings are started 
at once. 


How Many Stores Is the Customer Buying from 
on the Installment Plan 
But what does the average merchant do in “loaning” 


his merchandise to his customer? Well, briefly, ordin- 
arily none of the things the banker does. If the cus- 


tomer is an absolute stranger to him, he will probably 
ask a few perfunctory questions such as where he lives, 
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it is not unreasonable for the merchant to demand the 
names of two references. However, through the fear 
of losing the sale or insulting the customer, the merchant 
rarely insists on this information or else does it in an 
apologetic way. 

When the references are given, in order to be of 
any value, they must be looked up. It must not be taken 
for granted that because the customer gives the name 
of some other merchant that his dealings have been 
wholly satisfactory to that merchant. It is especially 
important that the references be checked up before the 
merchandise on which credit is asked is turned over to 
the customer. If the moral courage is lacking to tele- 
phone the merchants given in reference while the cus- 
tomer waits for an acceptance of his credit application, 
at least the statement that the merchandise will be de- 
livered the next day can be made and in that way time 
gained for a check-up. 


The Quality and Limit of Credit Accounts 


Another common fallacy among retailers is the 
assumption that a credit application is either good and 
can be placed on the books or else is bad and should be 
turned down. Asa matter of fact, the quality of a credit 
account often depends on its size. For example a cus- 
tomer with a somewhat limited income might prove an 
excellent credit risk if he never owed more than twenty 
or thirty dollars at a time. This same customer might 
be changed into an extremely unsatisfactory and un- 
profitable account by selling him too much or possibly 
letting him buy more than he can conveniently pay for 
out of his income. In other words each credit customer 
should be given a credit limit. This limit must, of neces- 
sity, be fixed rather arbitrarily by the merchant based on 
his own best judgment backed by what actual facts 
concerning the customer he may have. These limits 
after being established should be watched carefully and 
reaching them serve as a warning to the merchant. If 
in the mature judgment of the dealer a fifty dollar credit 
limit is set on some account and then through indiffer- 
ence or carelessness the account reaches four or five 


times that amount, the merchant has no one to blame 
but himself for the customer's ultimate inability to pay. 
As the experience of the merchant grows with each in- 
dividual credit customer he may see fit to change his 
original limit, shortening it or expanding it as the cus- 
tomer merits. It is convenient to post this established 
limit after each customer’s name in the customers ledger 
and it should be the duty of every bookkeeper in making 
out statements to compare the limit with the actual size 
of the account. In case of an account reaching or near- 
ing the limit, every clerk in the store should be notified 
and the customer discouraged from making further 
credit purchases until the matter was adjusted. 

In extending credit successfully a definite time for 
payment must be impressed upon the customer and that 
date be rigidly adhered to by the merchant himself. 
Most merchants will go so far as to tell the customer 
that bills are payable by the 10th of the month follow- 
ing the purchase but few of them enforce these terms. 
While the banker has successfully established the custom 
of sending out a notice in advance of the actual due 
date, this method is hardly practicable for the retail 
merchant. However, the retailer should render his bills 
promptly at the close of each month’s business and if pay- 
ment is not received by the 10th of the following month, 
should send out a second notice. Any delay in this 
sending of statements can only create the impression 
that the matter is of slight importance and can be post- 
poned at will. 


Demand References and Check Them Up 


The whole question of successfully extending credit 
boils down to just this—demand references and look 
them up before delivering any merchandise; determine 
how much credit a customer is worthy of and confine 
his account to that limit; be definite as to when an ac- 
count is to become payable and then stick absolutely to 
your decisions in these matters. If you become lax with 
a customer your credit terms with him are thrown into 
the discard. 





N the hardware business or any business for 
that matter we require customers. The ques- 
tion of turnover in customers is one of the 
most vital things that affects our business. A 
customer that sticks by us, and trades with us year 
after year is an asset, and we try to appreciate 
him or her. One who comes into our store once, 
and does not come again represents very little 
comparatively, for we depend on the people of 
this community and vicinity for our business. 
What is it that holds trade more than anything 
else? Is it the stock of goods, the store location, 
the prices, the advertising of the goods, or is it 
the personality of the merchant and clerks that 
wait on you when you go into a store? 
To the writer’s notion the attention and service 
one gets in a store and the way it is given has 





The Turnover of Customers a Vital Thing in Business 
By Fred W. Crary, Crary Hardware Co., Boone, lowa 


more to do in bringing back customers than any- 
thing else. When the writer went to business 
college they used to teach us that when we took 
an inventory of the assets of a business, we should 
include something for good will. The writer 
thinks that he knows what that means now, after 
forty years of experience in a hardware store. 
He has seen the value of that good will go up 
and down—in his store and others much the same 
as the mercury does in a thermometer. 

One store in Boone has just closed its doors 
perhaps for the lack of that good will more than 
anything else. Another store has kept going 
where that same good will of the customers had 
more to do in keeping it alive these hard times in 
lowa, than anything else. 
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Estate Gas Range Cooking Demonstration 
$15 for Your Old Range on a NEW ESTATE 


THE MOST INTERESTING STORES IN OKLAHOMA CITY 


‘6, Ho, 2-128 West Californie—Telephone W. 4000 





Store No. 3—113 West 23rd—Telephone 4-0202 
Store No. 4—1728 West 16th—Telephone 4-0911 F ai 


May Thrift Sale 


Saturday Features 


100 Universal 
Thermal Jugs 


Regular $4.50 


On Sale $9.55 





Outside jacket 

of heavy gauge 

steel and filler 

of white bristol stoneware. 

Contents will remain cold 
3. 





Four nested cups on top. 
all day. Saturday price ........ccece weees 
UNIVERSAL made vacuum bottles. 

2 Sa eet: 
Quart size, spacial —.... seaemecwmeees oe move $1.69 


High Grade 
Lawn Hose 


at a Low Price 
Molded rubber hose of 
the nonkinkable kind, 
5-8 inch size, 2 braid, 
double wall cpnstruction. 
Complete with ~—_—s. 
25-feot Sections . 





85 50-foot Sections.. 


aes Floor 


- $5.25 








Aristocrat 
Auto Seat Covers 


Protect your car and 
your clothing with at- 
tractive seat covers 
Made in three grades of 
materials, in a variety of 
patterns. Seat and slip 
covers in stock for the 
following cars: 


FORDS, Mode! A— 


1.00 to 120 
ore FORDS, Model T— 
Make summer driving $3.40 to 611.40 
comfortable with Kool ees <7 
Kooshions 
Sale price .... . 


A new pattern now ready 
with extra length back. 
Price— 


$2.95 


Main Floor 


Vacation Laces 
Tourist Wardrobes 
with Tourac and 

Dupont Cover 


An improved rack that fite 











rier, which orn | 

to car. Pri f 

st $6786 < 

Standard X2-in. wardrobe Wile 

, case with waterproof cov- 

\ 19 75 

Tourack Wardrobe and cover 
#2850 


complete sersseee 
Hat Boxes 











eel spring elastic, shirred packets, Special. 
Third Floor 


3 





Aluminum 
Pitchers 
2'Yy-qt. size, 
colonial 
style, good 
weight— 


69c 


Bread Boxes 


Enameled in colors of red, 


All 
Metal 
Cemetery 
Vases 


19c 


Gilchrist 
Ice Shaver 
Double-edged knife. 
Saves ice. Excellent for 


ry - drinks ..... 59c S. Yy, 
Aluminum 


Double Boilers 


im size. Useful and at- 
tractive in the 
modern kitchen ..0... c 





One can 


specader and waxer 
Mirro, heavy quality, alumintm of paste wax and one can of 
double boiler of LY-aqt. size. liquid wax. 9 

Complete set ...... . 
199 ~ 





Sale geles .20-500<000 = 


Galvanized ice tub with 
heavy cream container. 


lasing 


minute freezer .. 
Auto Vacuum Ice 
Cream Freezers 

Saves labor and ice. No 

crank turning. 


| es $9'95 





PES BEE 


——— 


} 
Riack eabra, 18-inch, square hat hex with — J 








teen yellow and white. /} 
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Hardware 


Link your featured 





stores can learn 


ARDWARE 


1 sons from. stores in other 


lines. For example, many depart- 
ment stores identify the items they 
advertise for a given day by placing 
tags on the goods or placards in the 
tables reading “As Advertised To- 
day.” This is done for two reasons: 
to recall items to mind when the cus- 
tomer enters the store and to remind 
people who might not know it that 
the store advertises. 

The second reason is the one hard- 
ware stores ought to consider, espe- 
cially those using newspaper space 
regularly even if not very often. 
People, a given number of people, 
visit department stores more often 
in a given time, like a week, than 
they do hardware stores. Also de- 
partment stores advertise on a larg- 
er scale than even a very large hard- 
ware store can or should. This is 
because a department store sells a 
greater variety of goods and supplies 
a wider range of needs. 

Since hardware stores supply a 
relatively narrow range of needs and 
all of them specialized needs, every- 
thing possible should be done to let 
customers know that it is worth their 
while to read the store ads. 

And the best place to do it is right 
in the store! And the best way is 


above suggestion. 


Do Something in the Store to Link 
Ads with Merchandise 


Look at it this way: You run a 
small ad Wednesday, featuring items 
from seven or eight divisions of 
stock, In these stocks are many items 
other than those in the ad. In fact, 
the ten or twenty advertised items 


merely represent whole stocks. 
Only a few people in any one day 

or even a week will buy the adver- 

tised items but scores will enter the 





By Guy 


some valuable advertising les- | 


the tag or placard something like the | 


“As Advertised” 


Signs Put Long Life Into 


Store Ads. 


items to the actual 


goods in stock 


Hubbart 


| store in a week or ten days. Why 
not put placards on the lines adver- 
_tised during the past ten or fifteen 
days? Like this: “These items have 
| been advertised during the past ten 
days” or “This is the lawn mower 
we advertised last week.” And use 
a second line to say “It will pay you 
to watch our advertising.” That’s the 
idea. The wording can be improved 
on and each store can write placards 
to suit its own method of advertising. 

The main point is to do something 
inside the store to link the ads people 
read outside the store. This is not 
necessarily a big store idea. It is 
practical for any hardware and 
housewares store that uses newspa- 
pers to tell the public that it sells 
good hardware and carries full 
| stocks. 





Large Stores Have Proved Value 
of “As Advertised” 


And, believe it or not, no more 
resultfull sdea was ever thought up 
by the department stores than “As 
\dvertised.” Go into the big metro- 
| politan stores or the department 
| stores in your home town and you 
| will see these signs on every table, 
/counter and in windows. Everyone 
knows the department stores use 
them but not everyone, not even the 
stores themselves, know how much 
the signs increase sales and the effect 
they have on selling-power of the 
advertisements. 

This general effect of “As Adver- 
tised” is to lengthen the life of the 
advertising, make it pull longer after 
publication. People read ads, see 
items they are interested in and make 
a mental note to look at the “next 
time I am in the store.” When they 
|come in, maybe a week later, the 
| placard does its work. Reminds the 
| customer that this store sells some- 
thing she wants or needs. 

Even if ads cost nothing this 
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would be a useful thing. Since they 
cost money it is a valuable thing: any 
idea that brings in business is valu- 
able. 

An excellent ad is reproduced here; 
the ad of a store that advertises reg- 
ularly and consistently. That is why 
it is worth study. 

The space, two columns wide, full 
depth, is divided into four sections 
each, featuring a special item. 

Headlines and subheads tell the 
story clearly ; cuts illustrate the goods 
and item descriptions bring out 





That’s all any | 


values and utility. 
ad can do and it’s enough. 

A small-town store could divide 
an ad like this into four parts and 
use one at a time with good results. | 
This store, Pettee’s is a big store in | 
a big city but the principle is good 
anywhere. 

Note the ice cream freezer item. 
It is the kind that should be linked 
up with a placard “As Advertised.” 
So is the “Thermal Jug” item. 

Hundreds of people read this ad 
when it ran in May and have since 





bought these two hot weather spe- 
cials. Many people forgot the ad 
until they ran across it later in the 
store. When the sign “As Adver- 
tised’”’ caught their attention the ad 
of weeks before began to sell goods. 
In fact any item in the ad fits the 
point, but feature items fit it best. 

Try this idea this summer. It 
costs nothing and is worth a lot. 
Hardware customers believe in signs. 
newspaper readers are always on the 
lookout for signs. Be sure they see 
the signs on your goods. 





Make Your Knowledge Pay a Profit 


By Fayette R. Plumb 








T the congress of the National Retail Hardware 
Association, June 25 to June 29, one of the sub- 
jects for discussion will be that part of the re- 

port of the Hardware Council which comments on the 
apparently growing sale of medium and low priced arti- 
cles which appear to offer a greater value in proportion 
to their price than similar articles of recognized quality 
bearing well-known trademarks. 

There is a great danger that this situation may be mis- 
understood. Neither the public nor very many others are 
able to judge the service that an article will render from 
its appearance. It is very easy to doll up an inferior 
article to look like a high grade, while it is the hidden 
quality which costs money that is necessary to long life 
and efficient service. Every manufacturer knows. this, 
but even a manufacturer cannot judge the relative value 
of some other product, even though similar to his own. 
I remember a shoe manufacturer telling me that he could 
tell real value if he bought shoes, but that when he 
bought some other article like a hat, he asked for the 
name of a good maker, because he knew he could not 
tell whether a hat was worth $3.00 or $10.00. How 
much less then, can anyone less well informed? It 
amazes me to see how frequently even the expert buyers 
of wholesale houses are mislead by appearances. I can 
illustrate this best by taking the case of nail hammers. 
We make them to sell all the way from 75 cents to 
$2.00. The high price hammers are worth the differ- 
ence and more to any buyer. A good hammer properly 
used will last a lifetime. We know of such hammers 
handed down to the third generation. Now what differ- 
ence does a dollar make spread over a life of even twenty 
years—5 cents a year? Isn’t it worth 5 cents a year to 
own a hammer you can be proud of, not only a thing of 
beauty, but an efficient, dependable tool—with a balance 
that just naturally strikes the nail squarely to drive it 
straight, that will not chip on the edges to endanger your 
sight—with a claw that will, for the whole twenty years, 
continue to bite so you can pull a headless nail imbedded 
in rust instead of slipping and pulling the head off the 
the nail; with a handle from selected, thoroughly sea- 
soned hickory that will not snap off at the first strong 
pull—a hammer that is not guaranteed to stand abuse. 
but will stand a lot, nevertheless, without harm. 

There are so many differences the buyer does not 
see that make the lower grades cheaper in price but 
dearer in value. Suppose a cheaper hammer is made 
outright instead of being a second. First comes the 
steel. This, for a high grade hammer, is made to exact- 
ing specifications, and then tested before it is used. In 


the cheaper hammers frequently off heats are made that 
do not comply with the chemical or physical specifica- 
tions, or fail to pass the service tests. This steel is 
marked down in price. It will do for the cheaper grades. 
Hammers made from it will give way under long or 
hard usage. Hickory of light weight or with dip grain, 
or with many of the other ills to which hickory is sub- 
ject, is used for the handles. They are not submitted to 
the strength test which Plumb Brand handles must pass. 
There may be experts who can judge the quality of 
hickory in a handle after it has been driven, but there 
are not many. In the manufacturing the saving ex- 
tends to every operation. The armor plate heat treat- 
ment which the best nail hammers receive is omitted. 
This toughens and refines the steel and relieves the 
forging strains that cause cracks. In lower grades the 
forging is speeded up at the sacrifice of the nice propor- 
tion that insures the perfect balance. Maybe the lower 
grades are right ; maybe they are not. Some are—others 
are not. In the grinding, the same speed may result in 
uneven faces that will drive the nail at an angle, or in 
wider splits with puller edges and many other inaccura- 
cies that require slow, careful skilled work to prevent. 

A buyer gambles; he may get a first class hammer. 
He doesn’t have the insurance that a first quality brand 
gives. It doesn’t cost so much to shine these low grades 
up. Fancy labels with high sounding names cost little. 
How can the buyer judge the value? The insurance of 
quality lies in the name which the manufacturer must 
protect. It is his knowledge ef the value of such names 
that gives the hardware retailer his advantage over the 
chain store or the catalog house. Anyone can put arti- 
cles on a table with a price tag and “let the buyer be- 
ware.” The retail hardware dealer should profit from 
the knowledge he has worked to acquire and the repu- 
tation he has built up. This knowledge that enables him 
to select for each customer the article best suited to his 
need and assure him of lasting satisfaction, is worth 
money to any buyer. Fighting a chain store with his 
own fire may be exciting, but the weapons of knowl- 
edge, experience and reputation are stronger arms for 
the hardware man. If the 5 per cent or less of the 
hardware cheap price articles which the chain stores 
sell are such a valuable profitable business that it must 
be fought for, be careful that the heat of battle does not 
draw you out of your own stronghold. Do not exagger- 
ate it. Do not let a sensational fraction absorb your 
attention at the sacrifice of your real business, the sale 
of quality hardware, of which the most important items 
are tools. 
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Ninety-five Feet of Tool Displays | 
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DRILLS € TAPS PIPE CUTTERS 
; 


OOLS of all 

kinds are dis- 
played to great 
advantage in the 
store of the Stam- 
baugh - Thompson 
Co., Youngstown, 
Ohio. Ninety-five 
feet along the left 

nd wall shows 
exclusively tools. 
Sixty-three feet of 
this space feature 
the various hand 
tools, precision 
tools, ete. An ad- 
ditional thirty-two 
feet takes care of 
heavy items. 



























cprzeaine probably 
the world’s largest 
concentrated retail dis- 
play of tools, this store 
naturally enjoys a splen- 
did trade in this line. 
The lower half of each 
compartment wall has a 
slanting panel for 
smaller sized items. All 
goods are price marked, 
keyed to a stock drawer 
and where practical are 
identified as to size. 


NLY the 

best grades 
of tools are 
displayed on 
the wall 
brackets and 
slanting pan- 
els. Competi- 
tive grade 
tools are 
shown in the 
glass parti- 
tioned com- 
partments pro- 
vided by the 
counter. You 
can see these 
com partments 
in each of 
these pictures. 
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OOKING for 

any partic- 
ular tool is a 
simple matter at 
the Stambaugh- 
Thompson store. 
This plan of dis- 
play simplifies 
selling and 
helps the cus- 
tomer save time 
in his buying. 
Stocks are well 
assorted, and 
there is hardly 
a tool need 
which cannot 
be taken care of 
from this dis- 
play. R. D. 
Powers, the dis- 
play manager, 
is to be congrat- 
ulated for this 
splendid tool 
department. 














ATURDAY afternoons are 

frequently devoted to tool 
demonstrations by factory 
experts. This feature ap- 
peals to the mechanics, the 
executives and purchasing 
agents of Youngstown. A 
steady, interested crowd is 
always attracted by these 
demonstrations. 
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Hardware Man’s 


Daughter Offers Ideas 


on Importance of Quality Hardware 


Her Father Practiced What He Preached Using Efficient Lock, 
Hinges, Window Fasts, Etc., In His Own Home and Store. 


UTH DORRIS, a member of Evening World's edi- 
torial staff, recently contributed to that paper’s 
real estate section a series of articles on home mak- 

ing. One installment was devoted entirely to the selec- 
tion of the proper builder’s hardware. Miss Dorris 
emphasized the necessity of buying the best quality 
afforded by building budget showing in her article a 
true appreciation of fine hardware. being the daughter 
of Edward P. Dorris, formerly a hardware merchant of 
Lewiston, Idaho, her comments should be particularly 
interesting to hardware men. Miss Dorris tells us that 
as a child visiting her father’s store the combined utility 
and beauty of good locks, hinges and other builders’ 
hardware intrigued her. In part we quote from her 
article : 

“Hardware does much to lend character to the home, 
and is an important factor in the comfort and safety of 
the family. The prospective builder who plans for the 
majority of conveniences should not leave the estimated 
cost of hardware until the last. 

“A rough estimate made in one current building annual 
advises the home owner fo spend 2 per cent of the cost 
of the house ftself for hardware. It is one item in which 
economy cannot well he employed. To withstand hard 
usage inside and exposure to the weather outside, hardware 
should be of the best quality that can be afforded. 

“A ‘satisfactory way to obtain the best metals at the price 
to meet the budget is to obtain a list of the hinges, locks, 
etc., required, and visit more than one dealer. By select- 
ing standard types, quality and prices may be compared. 

“The styles of hardware may depend upon the design of 
the house, but simplicity and solidity are the prime consid- 
erations. Plating should always be of the best quality to 
insure a length of wear. Brass plated steel when used for 
outside decor handles, fittings, and hinges looks well when 


new, but becomes shabby as the plating wears off, and allows 
the metal underneath to rust, thus staining the paint work 
around it. Repainting and replacing poor hardware will mean 
spending more money than would have been necessary if 
solid brass or bronze had been the first choice. 

“For the little house, door latches of either wrought iron 
or brass are best. They are indestructible, and the simple 
types are not unduly high in price. Door knobs come in 
many sizes, shapes and materials, but the least expensive 
of these for interiors are the small circular models, Indi- 
viduality may be achieved by using either the oval or oc- 
tagonal knobs. In the living quarters, spun or plated brass, 
cast brass or bronze are popular, while glass knobs are al- 
ways attractive. Lacquered iron, enamel, composition and 
crockery are in keeping with the service parts of the house. 

“Catches and fasteners for double-hung windows may be 
of cast bronze or brass in the size and weight determined 
by the thickness of the woodwork. Adjusters and fasteners 
for casement windows may be of brass or galvanized iron. 

“A simple form of locks, catches and handles for drawers 
and cupboards is best and most pleasing when in the smaller 
sizes. If a period is emphasized in the house itself, the 
hardware may conform to this in design. 

“Coat hooks for closets should be of brass, nickel plating 
or white enamel. The two-prong hook is of greatest utility, 
while there is a three-prong hook for bathroom or closet 
doors. Hardware such as towel bars and accessories for 
the bathroom should be cemented into the tile walls during 
construction.” 


Your local paper could obtain permission to reprint 
this article. It is fairly complete and very interesting. 
Published near your advertisement offering the services 
of your builder’s hardware department it would be a 
potent factor in helping you obtain your share of the 
builder’s trade in your natural territory. 

(Continued on page 73) 
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Attractive builders hardware display of Duncan & Goodell Co., Worcester, Mass. M. W. Haynes is the window trimmer and display man for 
this large store 
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Two good views of the builders hardware department of J. Russell Co., Holyoke, Mass. Stock is neatly arranged on the wall shelving. Some 
samples are shown in cases and nearby (not shown in either picture) is the display room with more samples, Hinges are kept handy in the bins 
shown at the left in the upper photo. This department is designed to facilitate quick handling of builders hardware orders. 
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The Legal Rights of Trade Associations with 


Respect to Price Competition 


By Felix H. Levy 
Member of the New York Bar 
Former Special Assistant to the United States Attorney General 


price maintenance was discussed. In the present article 

it was intended to discuss the legal rights of members 

of a trade association in their effort to check the price- 
cutting of trade-marked articles ; and likewise in their effort 
to prevent ruinous and cutthroat competition among them- 
selves in the sale of their own products, 

The former situation usually arises in trade associations 
composed of wholesalers and the latter situation in those 
composed of manufacturers, 

Treating these subjects in the order named, namely, what 
the legal rights of such members in trying to stop price- 
cutting of trade-marked articles, the most notable, recent 
judicial declaration on the subject is to be found in the 
decree of injunction issued by the Federal court in a 
Sherman Law suit brought by the Government against the 
Southern Hardware Jobbers’ Association in August, 1926. 
The principal ground upon which this injunction was 
granted was that the Association named had passed a reso- 
lution declaring their desire that manufacturers with whom 
its members dealt should declare and enforce a resale 
price maintenance policy and should refuse to deal with any 
customer who failed to observe the suggested resale prices. 
The Department of Justice contended that this action 
amounted to an agreement in restraint of trade upon the 
part of such Association for the reason that it amounted 
to collective action upon the part of the members whereby 
pressure was sought to be exerted upon manufacturers 
with the implied threat that if the desire thus declared were 
not complied with, the members would withhold their 
patronage. The result was the decree of injunction above 
mentioned, 

A similar decision or decree was rendered in 1927 against 
the - Wholesale Confectioners’ Association of Richmond, 
Va., who had adopted similar measures to bring about the 
establishment of a resale price maintenance policy by manu- 
facturers of candy. 

These decisions show that members of a trade association 
are forbidden by the Sherman Law from acting collectively 
in trying to bring about the adoption of such a policy by 
manufacturers, On the other hand, an individual member 
of such an association has a certain limited, but well- 
defined protection against a manufacturer who makes it a 
practice to sell to price-cutters. This protection is based 
upon the decision of the Supreme Court in another case 
where the court said: 

“A retail dealer has the unquestioned right to stop deal- 
ing with a wholesaler for reasons sufficient to himself, and 
may do so because he thinks such dealer is acting unfairly 
in trying to undermine his trade.” 

The court added, however, that such action must not be 
taken in conjunction with other retailers but must be based 
upon the sole and separate initiative of the particular re- 
tailer referred to. 

Of course, the same principle applies to a wholesaler in 
his relation to a manufacturer. 

This decision means that a retailer has a right to refuse 
to deal with a wholesaler, and a wholesaler has a right to 
refuse to deal with a manufacturer, where, in the former 
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instance such wholesaler and in the latter instance such 
manufacturer, makes it a practice to sell to price-cutters. 

Manifestly this is a right of limited range and must be 
so regarded. 

Bearing in mind that the law prohibits members of a 
trade association from taking collective action to persuade 
or induce manufacturers to adopt a resale price maintenance 
policy, it would, however, seem to be permissible for such 
members to collect statistics with respect to the practice of 
price-cutting together with the views of reliable authorities 
as to the economic effect of that practice in order that all 
engaged in such industry, both wholesalers and manufac- 
turers, may correctly understand the true facts. But this 
cannot be done if it is accompanied by any direct or in- 
direct declaration on the part of such association which 
could be deemed to constitute a joint declaration in the 
nature of a threat or of coercion as against the manufac- 
turers. On the contrary, full and proper caution requires 
that such action should be accompanied by an express dis- 
claimer of any purpose to exert pressure upon manufac- 
turers, together with a clear statement that any views thus 
stated by such an association are intended merely for the 
information of manufacturers, with full knowledge on the 
part of the wholesalers that the manufacturers shall be left 
to their own discretion and initiative as to the adoption 
of such a policy, and without any consequent risk of dis- 
pleasure or disapproval by the wholesalers or of any acts 
on their part by way of coercion or reprisal, in case the 
manufacturers shall not adopt such a policy. 

It is important to point out that the views just stated 
are the writer’s interpretation of corresponding richts given 
by the Supreme Court in the decision rendered by it in 
1925 in the Maple Flooring Association case; but that these 
views have not thus far been brought up for consideration 
in any,court. Consequently, such views are expressed only 
in the interest of a full discussion of the subject and with 
particular caution against the adoption of them by any 
trade association, except under expert, legal guidance. 

The second phase of the subject is the question of the 
legal rights of manufacturers acting through their trade 
association, in seeking to correct the evil of ruinous, cut- 
throat competition among themselves, 

In this branch of the subject, definite and beneficial 
progress has been made upon the basis of the Maple Floor- 
ing decision above mentioned. 

In the Maple Flooring case the Supreme Court made the 
following important declaration: 

“We decide only that trade associations or combinations 
of persons or corporations which openly and fairly gather 
and disseminate information as to the costs of their product, 
the volume of production, the actual price which the prod- 
uct has brought in past transactions, stocks of merchandise, 
approximate cost of transportation from the principal points 
of shipment to the points of consumption as did these de- 
fendants, and who, as they did, meet and discuss such in- 
formation and statistics without, however, reaching or at- 
tempting to reach an agreement or any concerted action with 
respect to prices or production, or restraining competition, 
do not thereby engage in unlawful restraint of commerce.” 

(Continued on page 71) 
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Hardware Association of the Carolinas Holds 
Twenty-Fourth Annual Convention 


HE twenty-fourth annual con- 

vention of The Hardware As- 

sociation of the Carolinas which 
met in the francis Marion Hotel, 
Charleston, S. C., on June 5, 6 and 7, 
1928, was the most successful conven- 
tion from every standpoint that has 
ever been held. Unusual interest was 
displayed and the attendance records 
show that about 300 were present at 
the various sessions. “Better Mer- 
chandising” was the conventiou theme 
and the speakers including N. R. H. A. 
president, R. J. Atkinson, Brooklyn, 
N. Y., discussed subjects relative to 
this topic. 


The President’s Address 


On Tuesday morning, June 5, the 
convention was called to order by 
president L. J. Watford of Pageland. 
Following the invocation President 
Watford delivered his annual message 
which was followed by the report of 
the freight auditor and the.secretary’s 
report. This was delivered by Arthur 
R. Craig, secretary-treasurer, who said, 
in part: 

“Again we are met together in an- 
nual convention to look back through 
our work of the past year in order that 
we might spotlight our weaknesses and 
failures in the hope that we might find 
the cause, and through conference and 
study remedy the evil. This meeting 
together once a year should have as 
its supreme object the “finding out,” if 
possible, where we are, why we have 
not attained greater heights, and then 
with the frankness of one brother to 
another discuss our failures and freely 
tell, for the good of all, how we have 
met and overcome difficult problems. 
In other words this meeting should be 
a hardware school, where those of 
riper years and more experience, would 
give freely of their experience for the 
benefit of those of more tender years; 
and where the young because of their 
vision and enthusiasm may inspire their 
older brothers to realize the merchan- 
dising today is on a very different plane 
than formerly, and~ that methods 
though successful a few years ago are 
not productive today. 

“Only a casual glance at success in 
the retail hardware business of the past 
convinces us that much of it came 
through physical effort, but today brain 
has much to do. Competition is much 
keener, and wit must be matched 
against wit. There are many more 


stores, and good roads and automobiles 
have brought competition between 
towns. Many stores such as chain and 
variety stores have entered the picture. 


many items of hardware can be bought 
at almost any place open for business. 
Methods of doing business are rapidly 
changing, and until the hardware mer- 
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chant realizes this and finds himself 
he can make little headway. 
“Thinking men have visualized this 
situation, and National and State As- 
sociations for several years, through 
such meetings as these and through 
regular messages to the membership, 
have endeavored to convince their mem- 
bers that a change of method is neces- 
sary, so their programs have been built 
around such topics as “The Future of 
Retailing” and “Better Merchandising.” 
This last named topic is the theme of 
our present meeting, and it has been 
divided into such sub-headings as “The 
New Competition,” “Merchandise and 
Merchandising,” “Expense and Busi- 
ness Control,” and “Arrangement and 
Display” and speakers who have made 
a special study of their subjects are 
to present them to us. If you give 
close attention to their subjects you 
cannot help but receive much helpful 
information, but let me again remind 
you that “It is’ not what you get out 
of a meeting, but what you do with it” 
when you get back home. Too many 
members become inspired and en- 
thused at conventions and make mental 
resolves to put into practice what they 
have learned when they get back home; 





Hardware lines have been invaded until | 


| 





| nite lines. 


| with headquarters in 


but on returning to their stores they 
find much to be done, and as they delay 
actual installation, enthusiasm dies. 
“Comparing our own condition as 
distributors hardware with retail 
stores of other lines we have much 
to be thankful for. In our territory 
there are practically no factory-owned 
retail stores as in the shoe business 
there are no large chain store systems 
New York or 
Chicago selling hardware alone as in 
the grocery business; so, as yet, our 
field is invaded only by stores that have 
taken certain items from our lines, 
However, | warn you not to minimize 
this, for it is the most profitable lines 
that have been selected by these variety 
stores. Statistics show 67 per cent of 
the retail business is still in the hands 
of independent merchants; so it appears 
to me that such meetings as this are 
highly important that standards may 
be set up and all may work along defi- 
The National Association, 
ot which you are members, has given 


of 


| this matter much study, and have 
mapped out instructive programs, 
which all State Associations are now 
following. 





“Many of the members have installed 
the N. R. H. A. system of accounting, 
and I am yet to find one willing to go 
back to their former method. The 
system is simple and does not require 
an experienced bookkeeper to operate 
it. Where such a large proportion of 
the bustness is charged surely it should 
be done as quickly and accurately as 
possible, and this system not only en- 
ables one to do this, but permits of the 
getting out of statements more quickly 
the first of each ‘month. May I im- 
press upon you the importance of send- 
ing all orders for accounting supplies 
through my office. 


Urges Use of Trade Magazines 


“There are many trade magazines 
available to the membership, and I 
urge you to keep yourself informed 
through this medium. Some of these 
come regularly to your desk, but a 
close reading of them is necessary be- 
fore they can be of much help to you. 
Let me commend to you the giving of 
subscriptions to these magazines to 
your clerks at Christmas, having same 
sent to their home address. This is 
just one way of making your help more 
efficient. 

“The Hardware Quarterly has gone 
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out on time each quarter, and evidence 
of its being more generally read by the 
members is gratifying to those respon- 
sible for it. For a long time I have 
thought there should be a monthly mes- 
sage, or letter for the Secretary’s of- 
fice to the membership, but lack of 
necessary funds has made this impos- 
sible. In the course of the weeks, 
much information comes to the office 
that should be sent out at once to the 
membership for it to be worth while. 
To cover the membership with per- 
scnal letters is too expensive, and we 
haven't sufficient office force to get out 
so many letters on typewriters, but it 
would be possible to send out these 
letters by use of mimeograph or multi- 
graph machines. Warnings of fakers 
or check flashers operating in our terri- 
tory to be of benefit must be made 
known promptly. 

“This booklet will soon be mailed to 
you from the National office and I hope 
you will give it the attention it deserves. 
It is not for casual reading, but is a 
text book, and should be studied 
ycur own edification and profit. It 
should then be filed for future ref- 
erence, and from time to time, there 
should be a comparison of figures taken 
from your own books with those in the 
survey of the same class that you may 
find and eliminate expense and other 
leaks. This brings me to urge upon you 
to send to the National office figures 
from your books filling up the question- 
naire which is sent you in January of 
each year. The more figures received 
at the National office, the more bene- 
ficial is the booklet, and the more sent 
from the Carolinas gives you a better 
chance for comparison. 


Successful Dealers Using Modern 


Methods 
“Of course I know there are some 
dealers that are not making any 


money, and they are not confined to 
the small towns either; but in trying to 
analyze the situation I have about come 
te the conclusion that this is largely 
with the management rather than be- 
cause of conditions. The dealer who 
is making a careful study of his busi- 
ness; is reading and applying sug- 
gestions sent him from the National 
and State offices; is installing modern 
ways of displaying and marking his 
goods, and using improved methods of 
accounting and expense and _ business 
control; and attending his conventions ; 
is still in the hardware business and is 
making a profit commensurate with re- 
tail dealers in other lines. 

“Early in January we received a 
letter from ,the National Association 
stating that our association was one of 
the few that increased its membership 
during 1927.” 

Guests of the convention were intro- 


for | 








duced immediately following the secre- | 

; . | 
tary’s report and then the session was | 
adjourned. 


N. R. H. A. President Addresses 
Tuesday Session 


At the Tuesday afternoon session 
the work of the hardware council was 
told to the convention, based upon the | 
topic, the “Five Principal Things.” 
One of the outstanding events of the 
whole convention followed the talk re- 
garding the hardware council. Na- 
tional President R. J. Atkinson of 
Brooklyn, N. Y., has accepted the as- 
sociation’s invitation to address the con- 
vention and was then introduced to the 
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members. He received a hearty round 
of applause. 

Speaking on “The New Competition,” | 

Mr. Atkinson said in part: 

“Much is said nowadays about | 

|changing competition and we can | 

| hardly think of any activity in business 

or social life but that this changing | 

competition or striving for a_ better | 

place in the sun is responsible ped, 

| 

| 

| 

| 

| 

| 


or less for that activity. This old world 
of ours seems to be turning faster and 
faster all the time. Things which are 
now today are old tomorrow. We know 
by our past experience that the auto- | 
mobile or the radio we now own will 
in a short time give way to an improved 
auto or radio; yet we do not wait for 
the improvement but get the best we 
can at present and junk it when the 
improved models make their appear- 
ance, 

“Individualism is rapidly passing and 
our actions are more or less governed 
by group appeal. Desire to possess has 
progressed so far in the average person 
that it has run far beyond the income 
ability to buy for cash, and we see large 
financial institutions built up to mort- 
gage the future earnings that the in- 
dividual may possess at once instead 
of using the older method of waiting 








until savings have made possible the 
purchase. 
“We see production speeded up so 


| that large volume can be produced so 


cheap that it makes many items avail- 
able to the ordinary purchaser who 
never dreamed he would be able to 
possess them. We witness whole in- 
dustries grouped together in selling and 
advertising campaigns so that they will 
attract a larger share of the consumer’s 
dellar to their particular industry. 
“Recently I heard a gentleman in the 
automobile industry make the state- 
ment that automobile manufacturers 
willingly allow their competitors to visit 
their factories and study the methods 
of production used by them and also 
extend to each other the privilege of 
using the improvements and patents 
which they individually have developed 
in order to establish public confidence 
in the automobile. They are looking 


_at a picture of the development of an 
| industry and not a particular car. 


“Competition of industries has 
brought into much prominence the sub- 
ject of distribution and it is this par- 
ticular phase of the subject that af- 
fords us the most interest for it is that 
job we are all interested in. In this 
striving of industries for a larger share 
of the consumer’s dollar it would be in- 
deed strange if new methods were not 
tried in the distribution of the various 
products. 

“This vast quantity production and 


| distribution did not seem to be visual- 


ized by those factors which had been 
the recognized channels of distribution 
for years, and new channels were 
formed to help distribute this increased 
production. These new units largely 
known as chain stores spread very 
rapidly and soon became a tremendous 
buying and selling power in the market, 
an@ many manufacturers welcomed 
them as an outlet that could consume 
large quantities of goods. 


National Convention Will Present 
Henry Brown’s Experience 


“The chain stores in their great sales 
expansion became a very active com- 


| petitor with the old line, or what we 


may term regular, merchant, for a share 
of the consumer’s dollar, and we are 
today facing the question, ‘What can 
we do about it?’ 

“Much already has been done in 
bringing the importance of the subject 
to the dealers’ attention by the active 
work of the Hardware Council, by the 
National Retail Hardware Association 
and by the trade press. The National 
Retail Hardware Association, as a pro- 
gram for its convention at Boston in 
June will present a picture of a typical 
hardware man in Henry Brown. They 
will show the history of the business 
career of Henry Brown extending back 
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to pre-war days and following his busi- 
ness fortunes up to and including the 
present time and will ask their commit- 
tees to make a thorough study of Henry 
Brown’s present problems and suggest 
to him a way out, 

“How many hardware men have ever 
fitted into systematic relations as a part 
ot the whole, their store clerk, or their 
window display, or their store arrange- 
ment, or their advertising, or even 
themselves ? 


Chief Competition Is Organization 


“Our chief competition today is or- 
ganization and the first thing we should 
do to meet that competition is to de- 
velop and perfect the best organization 
we know how to create. The next step 
is to test the strength of that organiza- 
tion by studying the merchandise or ser- 
vice competition it must meet. Perhaps 
we may find that the competition is too 
great for the individual organization 
to meet. 

“We can then do as you have done, 
co-relate our individual organizations 
with other organizations so we can have 
the result of combined experience in 
meeting our problems and keep build- 
ing in this manner until we are in a 
position to solve our problems. 

“The one important thing the dealer 
must realize is that the greatest help 
will come from himself and that he 
should not wait for some other trade 
factors to make adjustments that in his 
judgment are highly essential to his in- 
dividual success. 

“It is all too true that there are fac- 
tors in hardware distribution who have 
given as little thought to a solution of 
this problem as he himself has, but 
there are wide markets to choose from 
and the lines of merchandise available 
to him are almost unlimited and he will 
find by a close study that there are 
many items which the public is able and 
willing to buy, and is only waiting for 
this merchandise to be presented to it 
in a way that encourages in it a desire 
to possess. 


Troubles Being Shared by Other 
Lines 


“What we regard as our exclusive 
troubles are being shared by every kind 
of business in this country, and when 
| hear of the troubles of other in- 
dustries with limited lines, and think 
of the almost unlimited field that the 
hardware man enjoys, I cannot help but 
think that he is very fortunate in being 
established in a business that has such 
wide possibilities. The solution of every 
problem reposes almost entirely in the 
study, thought and action of the in- 
dividual.” 

A discussion period followed this ad- 
dress, 

A boat trip around Charleston harbor 





was enjoyed by the members and their 
ladies in the late afternoon. Forts 
Moultrie and Sumter were inspected 
and upon returning to Charleston, they 
were entertained by the Charleston 
Spiritual Society. 

The Wednesday morning session was 
called to order at 9.30 o’clock by Presi- 
dent Watford who introduced Veach C. 
Redd of Cynthia, Ky., as the speaker 
of the session. Talking on “Merchan- 
dise and Merchandising” he stressed 
the importance of advertising in good 
selling methods. “Advertising” he 
said, “should carry a specific message 
and should be used consistently and in- 
telligently. If you want your message 
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to strike home, tell your message 
through the newspapers, as you tell it 
in the store.” On the subject of mer- 
chandising, Mr. Redd said that a 
thorough knowledge of the merchan- 
dise offered for sale was necessary and 
this information should be had by the 
owner and his salesmen alike. 

Concluding his talk, Mr. Redd gave 
several suggestions for the conducting 
of a retail hardware store at the present 
time, urging efficient business methods, 
intelligent use of display and the fre- 
quent store meetings. 


Discussion 


A discussion followed Mr. Redd’s 
talk at which time the leading sub- 
jects under discussion were, “Right 
Merchandise,” “Adequate Margin” and 
“Adding New Lines.” The annual 
meeting of the policyholders of the 
Hardware Mutual Fire Insurance Co. 
took place immediately following the 
adjournment of the convention session. 
W. W. Watt, Charlotte, N. C., presi- 
dent of the insurance company was in 
the chair, E. E. Wehman, president 
of the Carolina Mutual Insurance Co 
addressed the meting. 

The afternoon session was opened at 
2.15 o'clock with an address on “Ex- 








pense and Business Control” by Glen- 
den Hackney, assistant editor of Hard- 
ware Retailer. Mr. Hackney spoke on 
the advantages of efficiently conduct- 
ing a retail business. He urged the 
association members to budget their 
business and in this way to guard 
against imprudent expenditures. <A 
discussion followed Mr. Hackney’s talk, 
after which the session was adjourned. 

During the Wednesday meetings, the 
ladies enjoyed a drive around the city, 
visiting points of interest and lunching 
at the Country Club. Upon returning 
to Charleston, the ladies were joined 
by the men and all made a trip to Folly 
Beach for a dip in the surf. 

The last session of the 24th conven- 
tion was called to order on Thursday 
morning, June 7 by the president. T. W. 
McAllister, editor of Southern Hard- 
care, Atlanta, Ga., was first speaker on 
the program. His talk was based on 
“Arrangement and Display.” Mr. Mc- 
Allister told the members from Caro- 
linas that good arrangement and dis- 
play were very important factors in 
the any retail store. He 
urged them to re-arrange their stores, 
if they had not already done so, saying 
that too many retail dealers were try- 
ing to conduct a 1928 business with 
1910 equipment. Attractive window dis- 
plays, frenquently changed and a rep- 
presentative assortment of merchandise 
constantly on display in the store were 
urged for every retail store. 

In the discussion which followed Mr. 
McAllister’s interesting talk many prob- 
lems were taken up and representative 
opinion from the convention obtained. 
Cleanliness, store fronts, and floor fix- 
tures were among the topics discussed 
and indorsed. 

The reports from the several com- 
mittees were made at this session. The 
resolutiéns committee urged the hard- 
ware merchants to adopt new and better 
methods of merchandising. It was re- 
solved that the members would make 
their stores more attractive to women 
and that some form of efficient stock 
and bookkeeping be installed in the 
stores of the members. 


Election of Officers 


With the election of officers the con- 
vention was brought to a close. J. F. 
McGimpsey of Morgantown, N. C., was 
elected president for the ensuing year. 
Others to be elected were—H. EF. 
Wilson, Chesterfield, first vice-presi- 
dent! A. C. Forcue, Maysville, N. C., 
second vice-president; J. Betts Sim- 
mons, Charleston, third vice-president 
and Arthur R. Craig, secretary-treas- 
urer. These officers, with R. K. Wilder, 
Sumter, N. C.; and retiring president 
L. J. Watford, constitute the executive 
committee and will choose the location 
of the 1929 convention. 
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North Jersey Annual Outing 
Attracts 200 Members and Guests 


About two hundred members and guests 
of the North Jersey Hardware & Supply 
Dealers’ Association attended and enjoyed 
the annual outing on Wednesday, June 6. 
It was again held at Bertraud’s Island, 
Lake Hopatcong, N. J., the place where 
they serve those wonderful meals and have 
such fine bathing and speed boating. 

The annual ball game between dealers 
and salesmen ended in a tie score. Presi- 
dent Lou Schelling knocked the first and 
only home run. There were tilting races, 
rowboat racing and the usual field sports. 

Naturally the old faithfuls, Morris Mil- 
ler and Al. Birkenmeir, Jr., did most of 
the work and made it possible for the 
weather to turn out fine and for every- 
body to enjoy a pleasant afternoon. 

A large delegation of Hardware Boost- 
ers were of course present and on the job. 


Piston Ring Makers Adopt 
Standards of Trade Practice 


Standards of trade practice in the piston 
ring industry applicable particularly to the 
advertising and selling of piston rings 
were adopted recently by the leaders of 
the industry at a meeting sponsored by the 
National Better Business Bureau, Inc., 383 
Madison Avenue, New York City. 

The adopted standards provide that all 
claims made shall be accurate and prova- 
ble by the advertiser and that technical 
claims shall be based upon tests made by 
disinterested authorities. Superlative and 
ambiguous claims will be avoided in the 
future as well as unfair reference to com- 
petitors. 


Edmund D. Garfield Dies 


Edmund D. Garfield died of pneumonia 
in St. Paul, Minn., on June 5. For many 
years Mr. Garfield had been connected with 
Manning, Maxwell & Moore, Inc., New 
York City. He entered their service in 
1904 and for a considerable period was 
manager of the office in Milwaukee. 

Since the Milwaukee office was consoli- 
dated with the Chicago office of the com- 
pany, Mr. Garfield has been acting as 
special railroad representative, with head- 
quarters in Chicago. He was born in 
Keesville, Essex County, New York, and 
was 54 years old. 


Six English Firms Appoint Alfred 
Field & Co., Ltd., Agents 


Alfred Field & Co., Inc., importers and 
exporters of hardware, cutlery and kindred 
merchandise at 93 Chambers Street, New 
York City, announce that they have been 
appointed sole selling agents in the United 
States for William Marples & Sons, Ltd., 
Sheffield, England, manufacturer of the 


famous “Shamrock” brand of carpenters | 


and cabinet makers’ tools. The company 
is also representing, in the United States, 
Henry Taylor, Ltd., of Sheffield, maker 
of carving tools. 








In the territory east of the Rocky Moun- 
tains, Alfred Field & Co. will represent 
Henry Milward & Sons, Ltd., of Redditch, 
manufacturer of fish hooks and tackle, and 
R. Harrison Bartleet & Co., of Redditch, 
manufacturer of fish and Unicorn brands 
of fish hooks. The company is also repre- 
senting, east of the Rockies, William Bart- 
leet & Sons, Ltd., of Redditch, producer 
of Archer brand of fishing tackle, and the 
Percy Wadham’s Specialties, Ltd., of Isle 
of Wight, England, manufacturer of Na- 
ture baits. 

Catalogs, prices and complete stocks are 
at the company’s office. 


T. B. Hendrickson Passes On— 
Former Secretary, Phila. Assn. 


Tylee B. Hendrickson, president of 
T. B. Hendrickson & Co., Inc., of Phila- 
delphia, Pa., passed away at his home in 





T. B. HENDRICKSON 


Jenkintown, Pa., on June 2. He had been 


in poor health for many months. 


Mr. Hendrickson was born on a farm 
in Burlington County, N. J., in 1856, and 
associated with the old firm of Lloyd, 


Supplee & Walton, 625 Walnut Street, in 
1873, as a salesman. He was nationally 
known as an authority on builders hard 
ware and successfully represented the lead- 
ing producers of this line until his death. 

He was one of the organizers of the 
Philadelphia Hardware Association in 
1884 and served continuously as its secre- 
tary for 36 years until failing health com- 
pelled him to relinquish his activities in 
1920. Mr. Hendrickson was a member of 
the Society of Friends, the Knights of 
Pythias, the Hardware Merchants and 
Manufacturers Association, and the Ma- 
sonic Fraternity. 





O. A. Hasse Joins Valentine 
as Vice-President and Director 


O. A. Hasse, who for several years has 
been executive vice-president of The Glid- 
den Co., Cleveland, Ohio, recently resigned 
that position and has become affiliated with 
Valentine & Co., paint and varnish manu- 
facturer in New York City, as vice-presi- 
dent and a director. 

Mr. Hasse, after 13 years with the 
Sherwin-Williams Co., Cleveland became 
one of the organizers of The Glidden 
Co. and has served as its senior vice- 
president since its formation. He has had 
a broad experience in all phases of the 
paint and varnish industry, in which his 
entire life has been spent. 

Mr. Hasse entered the employ of the 
Sherwin-Williams Co. as a cost clerk, and 
successively had charge of the advertising 
department, sales promotion department, 
and the various sales departments. In 1917 
he was appointed manager of the paint 
and varnish sales departments of the 
Sherwin-Williams Co. 


Keystone Hdwe. Specialties Co. 
Incorporates in Milwaukee 


The Keystone Hardware Specialties Co. 
has recently been incorporated and is lo- 
cated at 37 Erie Street, Milwaukee, Wis. 
This firm will manufacture and sell both 
wholesale and retaH, hardware specialties 
and cutlery. Edgar Fuchs, Frank Hirsh- 
berg and L. A. Klais were the incorpora- 
tors. 


Herman Behr & Co., Inc., Merges 
with Manning Abrasive Co., Inc. 


On May 22, 1928, the Manning Abra- 
sive Co., Inc., of Troy, N. Y., and Her- 
man Behr & Co., Inc., of Brooklyn, N. Y., 
consolidated under the name of the Behr- 
Manning Corporation. 

This consolidation, combining the re- 
soyrces, technical knowledge, 8nd experi- 
ence of these two well-known manufac- 
turers of sandpaper and general coated 
abrasive products, will contribute to the 
betterment of their many products as well 
as offer a means of better service to their 
customers throughout the world. 

No immediate changes are contemplated 
in connection with the manufacturing or 
sales policies of either company. Herman 
Behr & Co., factory in Brooklyn, N. Y., 
and the Manning Abrasive Co.’s factory 
in Troy, N. Y., will both be continued in 
operation as before. Orders and communi- 
cations may be sent to the Behr-Manning 
Corporation at either address. 


Joseph Dixon Crucible Co, 
Moves Its Chicago Office 


The Chicago sales office of the Joseph 
Dixon Crucible Co., Jersey City, N. J., is 
now located at 2003 Builders’ Building, 
Wacker Drive and La Salle Street, Chi- 
cago, Il. 
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Allied Radio Industries Meet in 
Chicago on June II1th 


Chicago became the capital of the radio 
world during the week of June 11, when 
the Radio Manufacturers’ Association held 
its fourth annual convention and second 
annual trade show at the Stevens Hotel 
in that city. In conjunction with the meet- 
ing of manufacturers, the Federated Radio 
Trades Association, the organization of 
radio retailers and wholesalers, also held 
its annual convention and as a result it is 
estimated that fully 30,000 people engaged 
in the manufacturing and distribution of 
radio were gathered in the city. 

The Trade Show, which was open only 
to the manufacturers and distributors, oc- 
cupied approximately double the amount 
of floor space used at last year’s show al- 
though the actual number of exhibitors 
was somewhat less. This is explained by 
the fact that during the past year there 
have been many mergers and consolida- 
tions with the expansion of the larger 
firms and the elimination of the smaller 
ones in the radio field. Most of the 207 
firms exhibiting this year have increased 
their lines and more space was needed to: 
make a complete showing. 

No radical changes in the construction 
of the receiving sets from those shown 
last year were noticeable. However, the 
trend of radio development is exemplified 
in the fact that at the 1927 show the re- 
ceiving sets were about equally divided 
between A.C. and battery operated sets 
while this year fully 90 per cent were of 
the A.C. type. At the same time some 
battery operated models were to be found 
in the line of practically every manufac- 
turer. 

Another outstanding development of the 
past year is the great increase in the use 
of dynamic loud speakers. As a matter of 
fact newer models are really electro- 
dynamic, using power ani to be dis- 
tinguished from the dynamic speakers de- 
veloped to use with the earlier cone speak- 
ers. 

There is also a marked effort on the 
part of the manufacturers this year to in- 
corporate beauty in their cabinet designs. 
While most of this effort is directed along 
more conservative lines, one or two manu- 
facturers are pioneering with brilliantly 
colored sets. 

Most of the meetings of the conventions 
of the various groups held in connection 
with the Trade Show were closed meetings 
at which the problems of the particular 
branch of industry were discussed. The 
opening session of the Radio Manufactur- 
ers’ Association was helg@ on June 12 and 
addresses were made by Judge Eugene O. 
Sykes, federal radio commissioner, Earl 
C. Anthony of Broadcasters; H. J. Wrape, 
president of the Federated Radio Trades 
Association and Merlin H. Aylesworth, of 
the National Broadcasting Co. The meet- 
ings of this branch held on the next two 
were given over to the reports of the offi- 
cers and various committees. 

The sessions of the Federated Trade As- 
sociation were opened on Wednesday, June 
13, with a series of group meetings of the 
retailers and jobbers at which the main dis- 





cusssions were on the reports of commit: 
tees. 

On Thursday evening a joint banquet 
was held at which the popular stars from 
broadcasting stations from all parts of 
the country were in attendance. The pro- 
gram of the banquet which lasted approx- 
imately five hours, was broadcast through- 
out the United States by a net work of 
stations. 


Charles C. Ely Dies— 
President, Trimont Mfg. Co. 


Charles C. Ely, president and treasurer 
of the Trimont Mfg. Co., Boston, Mass., 
passed away on June 7 in the Hotel Shera- 
ton, Boston, where he resided. He was 
81 years of age. 

The passing of Mr. Ely marks the end 
of an eventful career, for he was a suc- 
cessful executive and a poet of no mean 
ability. 

Mr. Ely came to Boston in 1902 upon 
the death of his brother, who had organ- 
ized the Trimont Mfg. Co. in 1888. Upon 
taking up his duties, Mr. Ely became 
president and treasurer, which offices he 
held continuously until his death. 

Mr. Ely published a book of poems and, 
in addition, wrote the words for some 
patriotic songs. Among his better known 
poems are—‘First Battle to the Marne,” 
“The Kingdom at Hand,” “We Love Thee, 
Old America,” and “Mr. and Mrs. Adam.” 





C. C. Eagle, Jr., Dead 


C. C. Eagle, Jr., Philadelphia district 
manager for the Bristol Co., Waterbury, 
Conn., died suddenly June 5 of heart 
disease on a train while bound for Wil- 
mington, Del. He was 44 years of age. 
Mr. Eagle was a graduate in electrical 
engineering of the University of Wiscon- 
sin, and entered the employ of the Bristol 


Co. in 1918 in the company’s Chicago 
office. Previously he had been purchasing 


agent for the Western Electric Co. 


Nesco General Catalog No. 42 


General Catalog No. 42 has recently 
been published by the National Enamel- 
ing & Stamping Co., Inc., of Milwaukee, 
Wis., covering the organization’s line of 
enameled wares, tinware, oil heaters, kero- 
sene cook stoves, radiant heaters, etc. 

Among the many products which are 
illustrated and described in Catalog No. 
42 are: Granite enameled ware, white- 
stone enameled ware, plain and retinned 
deep stamped ware, Nesco shallow stamped 
ware, Nesco pieced tinware, japanned 
ware, gasoline stoves and hot plates, paint, 
lacquer and grease drums, etc. 


Radio Extra of Flit News 


The Special Radio Extra of the Flit 
News, published by Stanco Distributors, 
Inc., 26 Broadway, New York City, is de- 
voted largely to the Flit Soldiers radio 
broadcasting. It is an interesting publica- 
tion, well illustrated and is of interest to 
dealers handling the insecticide. 





Two Mid-West Jobbers Merge— 
Form Lee-Kountze Hdwe. Co. 


A merger of the Empkie-Shugart- Hill 
Co. of Council Bluffs, Iowa, with the Lee- 
Kountze Hardware Co. of Omaha, Nebr., 
has recently been completed and the com- 
bined organization will be known as the 
Lee-Kountze Hardware Co. with head- 
quarters in Omaha. The consolidation of 
these two old and well established whole- 
sale hardware houses is of unusual inter- 
est, for the move creates one of the latg- 
est institutions of its kind in the Middle 
West. 

The Empkie-Shugart-Hill Co. was 
founded by L. C. Empkie in 1872 as a 
retail concern. The business was so suc- 
cessful that it was soon converted into a 
wholesale house. The Lee-Kountze Hard- 
ware Co. was formed in 1880 by the late 
H. J. Lee. 

The two concerns covered about the 
same territory and each handled a large 
representative stock. With the consolida- 
tion, duplication of salesmen and stocks 
will be eliminated and the new organiza- 
tion will carry a larger stock and give bet- 
ter and quicker service to its many cus- 
tomers. 

No change in executive personnel has 
been announced by the Lee-Kountze Co., 
of which A. A. Kountze is president; A. 
L. Timms, vice-president and general man- 
ager and Harkness Kountze, secretary. 
Fred D., E. L., and Clarence Empkie of 
the Empkie-Shugart-Hill Co. have become 
affiliated with the new organization. 





October 15-18 Selected for 1928 
Convention of N. H. A. 


The thirty-fourth annual convention of 
the National Hardware Association of the 
United States will be held at Atlantic 
City, N. J., on Monday, Oct. 15 to Thurs- 
day, Oct. 18, with headquarters at the 
Marlborough-Blenheim. 

The convention will open on Monday 
evening, Oct. 15, in joint session with the 
American Hardware Manufacturers Asso- 
ciation, and the speaker of the evening 
will be an outstanding national character. 

In addition to the regular sessions of 
hardware wholesalers, meetings will be 
held by the Metal Branch which includes 
distributors and manufacturers of sheet 
metals, and by the Accessories Branch, 
consisting of manufacturers of automobile 
accessories, electrical appliances, radio and 
radio supplies. e 

Because of present day problems of dis- 
tribution members are looking forward to 
the convention with greater interest than 
ever before and a large attendance is ex- 
pected. 

Arrangements are being made for re- 
duced railroad rates details of which will 
be furnished later. 


Frank’s Hardware Reopens 


Frank’s Hardware & Electric Co. has 
reopened at 1002 Sixth Avenue, New York 
City, where the business was conducted 
prior to a recent fire. The company would 
appreciate receiving catalogs and price 
lists from manufacturers and jobbers. 
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Electrical Industry Assembled 
at Recent A. L. E. A. Convention 


Approximately 10,000 manufacturers, 


Martin Van Dussen of Rochester, presi- 
dent of the State organization, was a guest 


| at this meeting and made a character- 


| 


wholesalers, dealers, contractors, buyers, | 
and power company representatives con- 
nected with the electrical industry met in | 


Chicago, IIll., during the week of June 11. 
The occasion was the annual convention 
and lighting equipment exhibition of the 
Artistic Lighting Equipment Association, 
an organization made up of the five prin- 
cipal groups of the industry: the stamping 
and parts manufacturers, exterior lighting 
and latern manufacturers, floor and table 
lamp manufacturers, manufacturers selling 
through jobbers, and the jobbers, power 
companies and dealers. 


The first two days of the convention | 


after the formal opening were given over 
to meetings of the various sections at which 
the problems of the individual groups were 
discussed. A general session of the entire 
association was held on Wednesday, the 
third day, at which Homer J. Buckley, of 
Buckley, Dement & Co., president and 
founder of the Direct Mail Advertising 
Association, was the speaker. Mr. Buck- 
ley had as his subject “Meeting the Prob- 
lems of Lower Selling Costs,” and stated 
that the high cost of distribution was trace- 
able to the waste of time and effort in 
personal selling. He advocated as a rem- 
edy the use of fewer salesmen and more 
direct mail advertising. He pointed out 
the need of greater cooperation between 
the wholesalers and the dealers in all lines 
and urged that retailers concentrate their 
buying to fewer sources and then spend 
more effort in selling. 

Thursday was again given over to group 
meetings, while Friday was entirely de- 
voted to the exhibits, and Saturday to the 
entertainment of the visitors. 





New York Association Holds Two 
Successful Group Meetings 


Two group meetings were held recently 
in New York State under the auspices of 
the New York State Retail 
Association. Other meetings are planned 
for the future, and it is hoped that every 
locality will be reached before the winter 
season begins. 

Thirty-two dealers met in Middletown 
on the evening of June 5 at the Mitchell 
Inn. John H. Westerman, of Walden, 
N. Y., an association director, was chair- 
man of the meeting, which followed an 
excellent dinner. Louis S. Raymond and 
Secretary John B. Foley of the New York 
State association addressed the meeting. 
Their remarks were on the need of accu- 
rate office practice. The N. R. H. A. plan 
for business control was demonstrated, and 
an interesting discussion followed the ad- 
dresses. Local arrangements were expert- 
ly handled by H. D. Sayer, of Ayers & 
Galloway Hardware Co., of Middletown, 
who made the dealers from the surround- 
ing counties feel quite at home. 

More than eighty persons, including ten 
women, gathered at the Hotel Dudley in 
Salamanca on the evening of June 12 for 
a similar meeting, arranged for by H. B. 
Dietrich of that city, who is a director 
of the State association. 


Hardware | 














istically fine address, citing experiences of 
interest to all. His talk was very well 





DUSSEN 


MARTIN VAN 
received. R. C. Boyce of Wellsville, a 
director of the association, was called on 
for a few words and spoke of the adver- 
tising plans and store rearrangement re- 
cently completed by his firm. 

Louis S. Raymond of the association 
staff demonstrated the correct method for 
preparing an operating statement and a 
financial report as a basis for credit. 


Forms were distributed, and as the speaker | ’ \ 
described the methods, the dealers worked | Roller Bearing Co. 


out the problems with him. 

Secretary J. B. Foley, who was present, 
spoke on the advantages of the N. R. H. A. 
business control system. HARDWARE AGE 
“Convention Memo Pads” were distrib- 
uted to the dealers, who had found them 
very handy at the various conventicns. 
Dealers present represented Allegany, 
Cattaraugus and Chautauqua Counties. 





New England News Notes 





Central New York Dealers Meet 
at Brown Bros., Syracuse 
Hardware dealers of Syracuse, N. Y., 
and central New York towns visited the 
newly rearranged store of Brown Bros. 
Hardware & Paint Corp. in Syracuse on 


‘the evening of June 4. 


The occasion was the regular monthly 
meeting of the local association, and Brown 
Bros. invited their fellow members to in- 
spect the recent improvements. 

Thirty dealers were present and enjoyed 
the hospitality of their hosts. Ccmmittees 
were appointed for an outing to be heid 
in July, and other business of importance 
was transacted. 


W. E. Biggers Resigns from 
Continental Screen Co. 


W. E. Biggers, who 
for the past seven years 
has been affiliated with 
the Continental Screen 
Co., Detroit, Mich., as 
assistant general man- 
ager, has resigned from 
the company. Prior to 
joining the Continental 
company, Mr. Biggers 
was connected with the 
Packard Motor Car Co., 
the Ford Motor Co., 
Timken - Detroit Axle 
Co., and the Hyatt 
Mr. Biggers has an- 
nounced that he recently purchased the 
distributorship of the Graham Paige Motor 
Co. for western New York State and 
northwestern Pennsylvania. He will make 
his home in Buffalo, N. Y., where he will 
have his headquarters. The firm will be 
known as W. E. Biggers, Inc., and is lo- 
cated at 1225 Main St., Buffalo. In re- 





W. E. BIGGERS 


| turning to the automobile business, Mr. 


| Biggers is associating himself with a busi- 


Mitchell Levy, formerly in business in | 
Brockton, Mass., has opened ‘a retail hard- | 


ware store under the firm name of the 
Modern Hardware & Paint Co., at 239A 
Elm Street, West Somerville, Mass. 





F. J. Keegan will shortly open the store 
at 30 Savin Hill Avenue, Dorchester dis- 
trict, Boston, formerly operated by A. C. 
Osgood. 





1316 Broadway, Somerville, Mass., opened 
a new retail store. 


John A. McKinnon has purchased the 
business of G. W. Edwards, 1317 Massa- 
chusetts Avenue, Arlington Heights, Ar- 
lington, Mass. Mr. McKinnon is a new 
comer in the retail hardware field. 





The Boston Supply Co., Inc., dealers in 
hardware, have leased a store at 685 
Washington Street, Norwood, Mass., and 
will cccupy same at an early date. 


ness with which he is thoroughly familiar. 


John D. Cherry Dies—Had Been 
With Logan-Gregg Co. 


John D. Cherry, a familiar figure for 
more than half a century in the hardware 


| trade of western Pennsylvania, died on 


June 10, at the home of his son, Rev. C. 
Waldo Cherry, pastor of the Pine Street 


| Presbyterian Church, in Harrisburg, Pa. 


Mr. Cherry, who was 80 years old and 


On Saturday, June 16, Robert J. Moody, | * native of Pittsburgh, was a member of 


the firm of Wolf, Lane & Co., an old 
Pittsburgh hard@are jobbing house which 


| went out of business about 12 years ago. 


He then became associated with the Lo- 
gan-Gregg Hardware Co., Pittsburgh, Pa., 
and until his retirement from active busi- 
ness about three years ago had been floor 


manager. 


He built up a wide acquaintance in his 


early days in the hardware business, when 


he was on the road much of the time, and 
there are many who will remember him 
for his kindly and helpful ways and his 


| unfailing courtesy. 
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The Lotan Super Solder 


Simplex Flux & Solder Co. of America, 
1965 East Sixty-sixth Street, Cleveland, 
Ohio, is manufacturing a new type of 
solder, which combines many advantageous 
features. As it is a self-fluxing solder, 
tools and acids are not needed when apply- 











ing. Lotan Super Solder, as it is known, 
is safe, practical, efficient and easy to use. 

When using Lotan, clean off all parts to 
be repaired. Then apply with a. stick, 
match, brush, etc., enough Lotan to cover 
the repair. Apply heat directly to the 
product. The flame of a match, candle, 
bunsen burner, etc., can be used. When 
the solder becomes silvery and smooth, the 
job is done and the company states that 
the result is a smooth, clean, permanently 
strong connection. Lotan -makes a good 
electrical connection as it has a high elec 
trical conductivity and does not corrode. 
A little Lotan can be used for a large job. 

A display board containing 24 cans of 
Lotan, household size, is illustrated. The 
board has an eyelet as well as easels, so 
that it can be hung on the wall or placed 
on a counter or in a window. 


Malleable Iron “Hardy” Plane 


Hardware Specialty Mfg. Co., Temple, 
Pa., is manufacturing two sizes of a block 
plane in its “Hardy” line of malleable iron 
tools. 

The plane has a malleable iron frame 
and a hardened tool steel cutter. The 
screw adjustment is positive. Both planes 





are strong, well finished and efficient. They 
have a black finish with polished bases. 
No. 01 is 5 in. in length and No. 02 is 
6% in. in length. 


The Handy Pom Tongs 


Pom Tongs, which are stainless steel 
tongs designed to help the housewife in 
many home duties, have been placed on 








|the market by Pom with offices at 904 


Society for Savings Building, Cleveland, 
Ohio. Pom Tongs are made in three sizes, 
6, 9 and 12 in. 

The smallest size can be used to handle 
bacon, French toast for frying; for ar- 
ranging salads or wherever fingers might 
be used in handling small articles. The 
9-in. tongs can be used to lift hot corn, 
fried potatoes, fish, chops, etc. The largest 
size can be used in placing a chicken in 














an oven, for dyeing purposes, and for 
other large, heavy articles. All the tongs 
are nicely finished and will aid the house- 
wife in her daily work. 


Allen Junior Parlor Furnace 

A Junior Size of the well-known Allen 
Parlor Furnace was recently introduced to 
the trade by Allen Mfg. Co., Nashville, 
Tenn. This new addition to the Allen line, 
the Model 920 Junior Parlor Furnace was 
designed to meet the demand for an effi- 
cient, small-sized, above-the-floor heating 
system. 





The new furnace is made in three sizes, 
from high-grade materials, and has a wal- 
nut finish of porcelain enamel. It is 
equipped with a vapor pan, large air-tight 
doors, heavy grates, and an ash pit of 
ample size. The ash pit door is located 
on the side, so as not to mar the appear- 
ance of the front of the furnace. Mica 
panels are in the front door, so that the 
flames of hard or soft coal, wood or othe1 
fuels can be seen. Either duplex rocker 
grates or triangular revolving grates can 
be supplied. 
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Allied Tight Wood Barrels 


The Allied Barrel Co., Oil City, Pa., 
manufactures a complete line of tight wood 
barrels, one of which is illustrated. The 
barrels are made under the most modern 
facilities and are carefully constructed of 
good material. The hoops are driven on 
solidly and evenly by powerful machines 





and the barrels are mechanically dried 
after gluing. 
The company 


factories and five 


operates three modern 


warehouses. 


Poultry Handbook and Catalog 


A valuable catalog for the poultry 
breeder has recently been published by 
The Mit-Shel Stamping Mfg. Co., Fourth 
and Payson Avenues, Quincy, Ill. In this 
catalog the left-hand pages are devoted 
to the company’s line of poultry-yard 
equipment, including such articles as brood 
coops, feeding troughs, fountains, brood- 
ers, etc. The right-hand pages contain vital 
information regarding poultry breeding. 


The New Sunnysuds Washer 


Sunny Line Appliances, Inc., Detroit, 
Mich., is manufacturing a new Sunnysuds 
Washer, equipped with a gasoline engine. 
In designing this washer every effort was 
made to install the engine without detract- 
ing from the general appearances of the 
washer and wrthout increasing its weight. 

The base of the washer is made of wood 





and steel, which has reduced vibration to 
The octagon tub is made of 
copper and is equipped with Timken and 
oil-hardened ball bearings. The motor is 
a regular four-cycle Briggs & Stratton. 
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Washington News Letter 


Federal Trade Commission begins chain store investigation—Two new Domestic 
Commerce Division surveys—Porcelain manufacturers and staple users meet—Lift 
truck and skid makers adopt standards of dimensions 


(Washington Bureau of HARDWARE AGE) 

Inter-office work has been begun by 
the Federal Trade Commission as a 
preliminary to the broad inquiry it is 
to make under the Brookhart resolu- 
tion regarding chain stores. Data such 
as are already available are being com- 
piled and other work done, after which 
field work will be taken up. The un- 
dertaking is in charge of the Division 
of Economics and will require an ex- 
tremely comprehensive study of chain 
stores, going into all the phases of 
their activities, including methods of 
purchase, distribution, prices, competi- 
tion and other important subjects. The 
survey will be by far the most com- 
plete of the kind ever made, and is ex- 
pected to furnish much information on 
this subject, which is attracting so 
much attention in the retail trade of 
the United States. 

No time can be set for completion 
of the work. Not only by reason of its 
broad character, but also because of 
the staff available it is impossible to 
determine even approximately how 
long it will be before all the required 
material can be compiled and prepared 
in shape for reporting to the Senate. 
At times there likely will be a larger 
staff available than at other periods 
because other work of the commission 
will no doubt make it necessary to 
shift the size of the corps engaged in 
the work. At the same time it is likely 
that the force may be increased on 
occasion when other work requires a 
diminished staff. It is expected that 
one means of gathering some of the 
desired data will be through question- 
naires sent to chain store systems. 

It is evident that the work is being 
approached with an open mind and 
that no conclusions as to the activities 
of the chain stores will be drawn until 
they are backed by supporting facts. 
For this reason it is predicted that the 
survey will be impartial in every way 
and therefore provide material for in- 
telligent study. 





“Advertising for Community Promo- 
tion” has been released by the Domestic 
Commerce Division, Department of 
Commerce. The scope of this survey, 
which has been conducted at the re- 
quest of the American Community 
Advertising Association, is suggested 
by the outline of the contents, as fol- 
lows: Community promotion programs; 
analysis of questionnaire returns in re- 





By L. W. Moffett 


spect to average expenditures, objec- 
tives, mediums, and advertising agen- 
cies, and some results of community 
advertising. The trend of community 
growth in connection with the influence 
of railroads and of industrial and other 
movements is also explained. Among 
community advertising objectives there 
are enumerated the creation of pres- 
tige and good will, obtaining publicity, 
appeals to tourists, attractions for 
industrial plants, seeking conventions, 
and promoting agricultural develop- 
ment. In addition to the text discus- 
sion, there is included a statistical 
appendix showing for all cities of over 
10,000 population, by region, the aver- 
age number of wage earners in 1918 
and 1925; postal receipts in 1920 and 
1926; chamber of commerce income in 
1925 and the community advertising 
fund. Copies of the publication may 
be obtained for 10 cents each from the 
Superintendent of Documents, United 
States Government Printing Office, 
Washington, or from any district office 
of the department. 





“Retail and Wholesale Trade,” a 
summary of data procured in the dis- 
tribution census for Atlanta, Balti- 
more, Denver, Fargo, N. D., San Fran- 
cisco, Seattle, Springfield, Ill., Syra- 
cuse and Chicago has been released by 
the Domestic Distribution Department, 
United States Chamber of Commerce. 
The treatment of retail trade consid- 
ered sales of chain and independent 
stores, average sales per independent 
store and per chain store, etc. The sec- 
tion on wholesale trade is treated sim- 
ilarly. Retail sales in these 11 cities 
for 1926, as reported by 93,928 estab- 
lishments, totaled $4,224,109,100. It 
has been estimated that the total retail 
trade of the United States amounts to 
about $40,000,000,000 annually. Slight- 
ly more than 71 per cent of the retail 
sales in these 11 cities was accounted 
for by independent stores. 





A general conference of representa- 
tive manufacturers and users of staple 
porcelain (all clay) plumbing fixtures 
on June 12 adopted a commercial 
standard for this commodity. The con- 
ference, held under the auspices of the 
Commercial Standards Group of the 
Bureau of Standards, met at the De- 
partment of Commerce, Washington. 
The project defined standard nomen- 
clature, definitions, grading rules, 








types, sizes, dimensions, and general 
practices for the industry. Types and 
sizes of urinals, sinks, laundry trays, 
lavatories, receptors and baths not spe- 
cifically mentioned in the standard will 
be considered by the industry as “spe- 
cials.’” The conference set July 1, 
1929, as the effective date to start new 
production of the commodity in con- 
formity with the adopted commercial 
standard. Jan. 1, 1930, was agreed 
upon as the date for clearance of exist- 
ing stocks. This allows six months 
from the start of new production to 
use up old stock. It was also voted 
that the standard should be reviewed 
annually in order to provide for any 
revision or modification that the in- 
dustry may consider necessary in order 
to keep the standard abreast of mod- 
ern current practices. I. J. Fairchild, 
of the Commercial Standards Unit, 
Bureau of Standards, explained the 
certification plan that has been devel- 
oped by the Bureau. Under this plan 
the Bureau prepares a list of the 
manufacturers who are willing to cer- 
tify to the purchaser that the com- 
modity is made in accordance with the 
adopted commercial standard. The 
conference voted to accept this plan 
in connection with this standard. 





Manufacturers of lift trucks and 
skids held a preliminary conference 
June 12 under the auspices of the Divi- 
sion of Simplified Practice, Depart- 
ment of Commerce, for the purpose of 
formulating certain standards of di- 
mensions for hand and electric lift 
trucks. The conference adopted two 
heights for lift truck platforms, in 
the low position, as follows: 7 in. high 
and 11 in. high. A maximum width 
of 27 in. for the lift truck platform 
was adopted as standard. It was voted 
that a minimum clearance between the 
under side of skid platforms and the 
top of lift truck platforms be % in. 
The conference voted to lay aside the 
matter of establishing standard lengths 
of truck platforms until after the ques- 
tion of skid sizes has been acted upon 
by other interests. The conference re- 
quested the Division of Simplified 
Practice to call a general conference 
of manufacturers and organized users 
June 28, 1928, at which time the ap- 
proved recommendations of the manu- 
facturers will be presented for formal 
action. 
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Seasonal Lines Continue 
Active Throughout Country 
—Collections Improving 
NEW YoRK, June 20.—The general condition of the hardware 


trade throughout the country is satisfactorily active at this time. 
The continued warm and more settled weather has increased the 


demand for seasonal lines. 


Staples are also making a satisfactory 


showing. Supplies for summer homes and camps are commencing 


to have a good demand. 


Building programs throughout the country are going ahead well 
and dealers are benefiting by this activity. 

Crop reports are, in the main, very favorable and rural center 
stores are optimistic as to the summer trade. 


Prices are firm and changes are not numerous. 


improving. 


Collections are 





Auto Tires Are Reduced From 
4 to 17 Per Cent 


At press time reductions were an- 
nounced on auto tires which run from 
4 to 17 per cent. Those announcing re- 
ductions were Mansfield Tire & Rubber 
Co., Firestone Tire & Rubber Co., Lee 
Rubber & Tire Co., Goodyear Tire & 
Rubber Co., B. F. Goodrich Co., Kelly- 
Springfield Tire Co., and General Tire 
& Rubber Co. 


Linseed Oil Prices Slightly Lower 
on June 14 


Card prices on linseed oil issued June 
14 were slightly lower than prices in 
effect the past three weeks. Prices on 
June 14 were brought to the same point 
as they were on May 2. This makes 
oil in one to four barrel lots, 11 cents 
per lb., and Calcutta linseed oil in bar- 
rels 15.9 cents per Ib. 

Boiled oil is 4/10 cents extra per lb., 
double boiled oil is 5/10 cents extra per 
Ib. and oil in half barrel lots is 7/10 
cents per lb. additional. 





Dollar’s Buying Power 102.4c, 
Prof. Fisher Reports June 10 


Prof. Irving Fisher of Yale Univer- 
sity announced June 10 that the previ- 
ous week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 
97.6. The May average was 99.1 per 
cent of the 1926 level. The purchasing 
power of the dollar was 102.4c. on a 
1926 basis of 100c. The May average 
was 100.9c. says the Journal of Com- 
merce. 

Crumps’ index for the week on the 





revised 1926 level was 96.7. The May 
average was 96.3. 

The Italian index on the revised 1926 
level for the week ended June 2 was 
75.9. The May average was 75.8. 





Bank Clearings Show Gain of 
39.4 Per Cent 


Bank clearings in the United States 
for the week ended June 7, as reported 
to Bradstreet’s Journal, aggregated 
$13,578,222,000, as against $9,708,413,- 
000 the previous week, a holiday week, 
and $10,670,214,000 in this week last 
year. There is here shown an increase 
of 39.4 per cent over last week and of 
26.8 per cent over the like week a 
year ago. Canadian clearings aggre- 
gated $395,296,000, against $399,956,- 
000 last week and $348,724,000 in this 
week last year. Following are the re- 
turns for this week and last, with per- 
centages of change shown this week 
as compared with this week last year. 


Bank Debits Show Advance of 
42.9 Per Cent in Week 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended June 6, aggregated $19,052,000,- 
000, or 42.9 per cent above the total of 
$13,332,000,000 reported for the pre- 
ceding week, which included only five 
business days in most cities, and 32.4 
per cent above the total for the week 
ended June 8, 1927. 

Aggregate debits for 141 centers for 
which figures have been published 








weekly since January, 1919, amounted 
to $18,133,410,000, as compared with 
$12,708,207,000 for the preceding week 
and $13,603,539,000 for the week ended 
June 8, 1927. 


Commercial Failures Show In- 
crease Week Ended June 9 


More failures occurred in the United 
States the week ended June 9 than a 
year ago, a total of 488 being reported 
to R. G. Dun & Co. This compares with 
441 in the corresponding week of 1927, 
the South alone showing a decrease 
from the total for the earlier period. 
Last week, when the returns covered 
only five business days, owing to the 
holiday, there were 344 insolvencies, 
while in the six days two weeks ago 
the number was 426. 

As reported to R. G. Dun & Co., fail- 
ures in Canada this week number 30, 
against 29 last week and 46 a year ago. 

Bradstreet’s reports 436 failures for 
the week in the United States, as com- 
pared with 354 for the previous week 
and 357, 364, 337 and 391 for the corre- 
sponding weeks 1927 to 1924. The 
(Middle States had 118, New England 
63, Western 105, Northwestern 23, 
Southern 83, and Far Western 44. 
Canada had 33 defaults for the week, 
against 25 for the preceding week. In 
the United States about 82 per cent of 
the concerns failing had $5,000 capital 
or less and 12.6 per cent had from 
$5,000 to $20,000 capital. 





Freight Loadings Show Decline 
Week Ended June 2 


Because of the observance of Decora- 
tion Day, loading of revenue freight 
for the week ended on June 2 totaled 
only 934,214 cars, the car service divi- 
sion of the American Railway Associa- 
tion announced June 12. This was a 
decrease of 86,702 cars under the pre- 
ceding week, with reductions reported 
in the loading of all commodities except 
ore, but an increase of 22,704 cars 
above the same week in 1927. 

Loadings for the week compared 
with the corresponding week last year 
were as follows: Miscellaneous freight, 
871,128 cars, an increase of 24,870 
cars; coal, 138,941 cars, a decrease of 
463 cars; grain and grain products, 
33,914 cars, a decrease of 2501 cars. 
In the Western districts alone, grain 
and grain products loading totaled 
22,100 cars, a decrease of 798 cars be- 
low the same week in 1927. 
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Hardware Movement Steadily Increasng— 





CHICAGO, June 19.—There is a steady betterment in the movement 
of hardware items as the season advances, although general condi- 
tions, due to the irregularity of the weather, are still rather spotty. 
Crop conditions are for the most part somewhat unfavorable, some 
sections are still suffering from the lack of rain while others are ham- 
However, taken as a whole, the sit- 
uation is considered fairly good and the growing feeling of optimism 
is reflected particularly in the increased demand for sporting goods 
and seasonal items such as oil stoves, lawn mowers and ice cream 
Prices continue strong. 

The steel mills in the Chicago area are gradually but steadily les- 
sening production, which is now down to about 87 per cent of 
capacity. The automobile and implement manufacturers, together 
with the construction work in the larger centers, are the principal 


pered by an over-abundance. 


freezers. 


users of steel at present. 


Collections, which are still only fair, have shown a marked im- 
provement during the past few days. 


Chicago Prices Are Strong 


(Chicago office of HARDWARE AGE) 





AUTOMOBILE ACCESSORIES. 
—There is a slight but continuous in- 
crease in the demand as the season 
advances. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A, C., Special Ford, 
36c. each. 

Spot Light.— Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. cylinder, 
$1.85 each. 


Tires and Tubes.—Mansfield tires, 
30 x 2% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 32 x 4 Liberty, 
$11.15; heavy duty, $13.80; balloon 
tires, 27 x 4.40, $8.70; 29 x 4.40, $9.15; 


30 x 5, $13; 32 x 6, heavy duty, $21.10; 
32 x 6.20, heavy duty, $24.85; tan 
tubes, 30 x 31, $1.60; 32 x 4, $2.50; 
34 x 4%, $3.10; balloon tire tubes, 
gray, 27 x 4.40, $1.80; 29 x 4.40, $1.85; 
30 x 5, $2.25; 32 x 6, $3.10; 32 x 6.20, 
$3.50. 


BASEBALL GOODS.—The very heavy 
demand is holding up well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Goldsmith Official League ball, 
$15 doz.; Louisville Slugger bat, 
$16.90 doz. 


BOLTS AND NUTS.—Prices are firm 
and sales are very good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Sales are 
seasonably good and prices remain un- 
changed. 


| firmly. 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

31% x 3% steel butts, old copper and 
dull brass finish, $2.07 per doz. pair, 
case lots; less quantities, 9c. per doz. 
pair higher; 4 x 4 steel butts, old 
copper and dull brass finish, $2.90 per 
doz. pair, case lots; less quantities, 
10c. per doz. pair higher; heavy steel 
bevel inside sets, $5.50 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


CHAINS.—The active demand 
tinues and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

%-in. proof cow chains, $8.50 per 
100 Ib. Tenesco Bull Dog and Brown 


con- 


coil chains, 50-10 per cent discount. 
No. 00-41% electric welded cow ties, 
$2.75 per doz. 


COPPER RIVETS AND BURRS.—The 
recently advanced prices are being held 
Sales are good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and _ burrs, 
per cent discount. 


40-10-5 


EAVES TROUGH, PIPE, ETC.—There 
is no change either in the price or the 
demand. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5 in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
ft.; plain ridge roll, 114 in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE. 
With the exception of a slight advance 
on lamp cords, prices are unchanged. 
The demand for appliances is increas- 
ing good. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 


Electrical Merchandise.—No. 14 rub- 
ber covered wire, $6 per 1000 ft.; in 





less than 1000 ft. lots, $6.50; No. 18 lamp 
cords, $10.50 per 1000 ft.; in less than 
1000 ft. lots, $11.25; % in. brush brass 


key sockets, 18c. each, lots of 25, 
12%c. each; two-way plugs, 45c 
each; in lots of 10, 40c. each; two- 
piece attachment plugs, 7%4c. each; 
dry cells, boxes of 50, 32%c. each 
less than case lots, 36c. each. 

Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Perco- 
lator, Universal 9169, $16.65. 


Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; pack- 
ages of 5, $1.92; No. 486, $3.58 each; 
packages of 5, $3.33; new No. 485 
Layerbilt battery, less than standard 
packages, $2.53 each; standard pack- 
age lots, $2.33 each. 

Battery Chargers.—Apco line, 
of less than 10, $9.90 each. 


lots 


FILES.—There is a steady normal de- 
mand and prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
_American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
gu Diamond files, 50 per cent 
oO st. 


FISHING TACKLE.—The demand this 
year is heavier than for many past sea- 
sons. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Bronson No, 1800, $1.60 each; Chi- 
cago level winding reel, $2.00 each; 
Symploreel No. 752, $4.90 each. 


GALVANIZED WARE.—Summer ac- 
tivities are starting the usual seasonal 
demand for galvanized gasoline and 
kerosene cans. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Standard galvanized after made 
tubs, No. 1, $5.75; No. 2, $6.50; No. 3, 
$7.65; 10 qt. galvanized after made 
pails, $2.00; 12 qt., $2.25; 14 qt., $2.50; 
3 wal. all galvanized oil cans, special, 
$2.35 doz.; 2 gal., $4.00 doz. ; No. 3, 
3 gal., $5.75 doz.; 5 gal., $7 doz.; 1 bu. 
galvanized baskets, $6.25 doz.; No. 26 


baled 4% bu. galvanized measure, 
$4.50. 
GARDEN HOSE.—The earlier heavy 


demand caused by the dry weather has 
fallen off sharply with the coming of 
general rainfall. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Garden hose, good quality, molded 
hose, %-in., lle. per ft.; %-in., 12%c 
per ft.; 5 ply, good quality, wrapped, 
% in., 8c. per ft.; % in., 9%c. per ft. 
Lawn sprinklers, Rain King, $28 a 
doz.; original fountain sprinklers, $6 
doz.; Rainbow, 38-in. high, $24 a doz. 


GLASS AND PUTTY.—There is a 
very satisfactory demand for this sea- 
son of the year. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 
89-5 per cent discount; single strength 
B, all brackets, 90-74% per cent dis- 
count; double strength A, all brack- 
ets, 8 per cent discount; double 
strength B, all brackets, 10-5 per 
cent discount; putty, pure grade, 
$4.25 per 100 lb.; commercial, $3.50 
per 100 Ib. 
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1 qt., $4.50; 2 qt., $6; 3 qt., $7; 4 qt., Turpentine.— Drum lots, 67c. per 
$8. Prices are each and subject to a gal., net. 
dealer’s discount of 30 per cent off. White Lead.—100 Ib. lots, $13.25; 50 


3 lb. lots, $6.75; 25 Ib. lots, $3.40; 121%4 
LAWN MOWERS.—While sales at Ib. lots, $1.75. tad, whe: 02:00 
present are much greater than at this per gal.; orange, §2:30 a 
English Venetian Red.—lIn barrels, 
is somewhat behind last. Dry Paste.—Barrel lots, 
JOBBERS’ QUOTATIONS TO RE- Ib. 
16 in. ball bearing, 5 knife, in. 
wheels, $12.35 each; 16 in. ball bear- 
16 in, plain bearing, 4 knife, 10% in. 
wheels, $8.65 each; 16 in. ball bearing, 


HAMMERS AND HATCHETS.—Or- 
ders are being received in fair volume 
and prices are well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hammers.—First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 


Tle. per 


AND FIELD FENCE.— 
Sales are very good and prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 


Shellac.—(4% Ib. 
: .30 per gal. 
time last year the total for the season iE Ve 
$3.50 to $6.75 per 100 Ib. 
TAILERS, F.O.B. CHICAGO : 
a POULTRY 
ing, 4 knife, 10% in. wheels, $10 each; 


shingling, $8 doz.; medium quality 4 knife, 9 in. wheels, $7.85 each; 16 726-6121, $28.68 ; 
I y OF » 8 ° Ss, Se ach; 40-6124, 23.6! per 100 rods; 
hatchets, No. 2 broad, $12.50 doz. in. plain bearing, 4 knife, 9 in. wheels, 1948-6-1414, $43.62 per 100 rods; 2158- 


6-414, $48.98 per 100 rods. 
PREPARED ROOFING.—Manufactur- 
ers are holding to the recently ad- 
vanced prices. Sales are active. 

JOBBERS’ QUOTATIONS TO RE- 
O: 


$7.25 each. 
NAILS.—Prices in the Chicago terri- 
tory are reported.as strong. A good 
volume of orders is being received. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


HANDLES, AGRICULTURAL.—A 
seasonably large volume of orders is 
being received and prices are strong. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


Hay fork handles, straight, chucked TAILERS, F.0O.B. CHICAG 


and bored, X 4 ft., $2. * _ doz.; 4% L.c.l. quantities common wire and Best grad 8 P > 
ft., $2.70 per doz. ; XX 4 , $3.90 per cement coated nails, current, L.c.1. roofing, *yo.25 pasngy lr Fogg antes 
doz.; 4% ft., $4.20 per aaa ; ash fork stock orders, $3.10 per keg base, Dec. tale surfaced, $2.25 per square; me- 
handles, bent, chucked and_ bored, 1, 1927, extras. dium tale surfaced, $1.75 per square; 
x oe eel Pes Ba Pe owe 3 : light tale surfaced, $1.05 per square; 
per doz., ash hay ork handles, ben OIL AND GASOLINE STOVES.— red rosin sheathing, $55 per ton. 


with strap, ferrule and cap, X 4 ft., 
3 x — doz.; 4% ft., $5.25 per doz.; 
» $6. 15 per doz.: 4% ft., $7.10 
bent manure fork handles, 
$3.05 per doz.; 4% ft., 
$3.40 per doz.; XX 4 ft., $4.65 per doz.; 
4% ft., $5 per doz.; bent manure fork 
arg with strap, ferrule and cap, partection Hee ah ies 
ie bar tee ear te 9 6 oot yg: $17.50; No. 73, 3 burners, $22.50; No. _ Bread Pans.—No. 212, $7. oe dozen; 
garden hoe handle, X 4% ft., $2 60 74, 4 burners, $28.50. No. 214, $12 dozen. 

per doz.; XX 4% tt., $3.70 per doz.; Perfection dealers’ discount, 30 and New Handled Casseroles.—Round, 


B1 : 5 per cent on lots of 10 or more; on No. 622, $12 doz.; No. 623, $14 doz.; 
— irae X 5% ft., $3.50 per doz.; less than 10, 30 per cent. Oval, No. 632, $12 doz.; No. 633, $14 


Sales are reaching a very satisfactory 
volume after dragging badly earlier in 
the season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


PYREX WARE.—Casseroles and pie 
plates in metal frames are selling well 
for wedding gifts, showers, etc. 


JOBBERS’ oS casa TO RE- 
TAILERS, F.0O.B. CHICAG 


ao » Ags 
plain, X 4 ft., 





handles, Tt $5.69 per doz. iran Puritan (Improved Model).—No. 42, doz.; Shallow Oval, No. 642, $12 doz.; 

$4.25 per doz.; XX 4% ft., $5.95 per 2 burners, $17.50; No. 43, 3 burners, No. 643, $14 doz. iy ‘ 

doz.; D shovel handles, X, $5.25 per $22.50; No. 44, 4 burners, $28.50. Pie, Flates.—-No. 208, $6 per dozen; 
/ aes ae Puritan discounts the same as Per- No, 209, $7.20 per dozen. 


doz. ; XX, a 5 ‘ 
pow tae” Bag Bg i ooh 5 (aetion. Tea Pots.—2 cup, $21 doz.; 4 cup, 


d = Nesco.—No. 212, 2 burners, $17.50: $24 doz.; 6 cup, $28 doz. 
oe he, wee i ee $4.45 No. 213, 3 burners, $22: No. 214, 4 > vtility Pans.—No. 231, $8 doz.; No. 
“g = “Haas Pi taba burners, $28; No. 11038, high shelf 232, $14 doz. 


Iced Tea Sets.—$4 per set. 
ROLLER SKATES.—Prices are with- 


only, $6.50; No. 1104, high shelf only, 


HANDLES, HICKORY.—Prices are 


being well maintained and orders are With vitreous enameled stove stops 








heavy. 


HINGES.—The prices 


JOBBERS’ QUOTATIONS TO RE- 


and splash back.—No. 233, 3 burn- 
ers, $36.50; No. 244, 4 burners, $44.50. 
Nesco dealers’ discount, 30 and 5 


out change and sales are light. 


JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. CHICAGO: ~~ cent. —_ “< . TAILERS, F.0O.B. CHICAGO 

No. 1 (new B. W.) hickory, $4 doz.; Nesco Rolo, o burners and. oven. Union roller skates, boys’, $1.40; 
No. 2 (new B. R.), $3 doz.; second $90; No. 400, built in oven model, girls’, $1.50; Chicago roller skates, 
growth hickory (new A. W.), $5 doz.; $63. Dealers’ discount, 30 and 5 per boys’, $1.30; girls’, $1.40, 


finest select second growth hickory 


cent. 


Coleman.—No. 322, range, $114; No. 


eS ge A Handles.— 328, range, $72; No. 325, range, $45; ROPE.—There is a normal volume of 
No, 1 (new S. B. R.), 90c. doz.; finest $39: — Sie tarae $34.50 324, range, orders being received. Prices are 
second growth hickory (new S. A. Coleman dealers’ ‘discount, 33% per steady. 


W.), $1.80 doz. 


advanced last 


week are being well maintained. Or- 
ders are seasonably heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Heavy strap hinges in bundles, 4 
in., 96c.; 5 in., $1.30; 6 in., $1.64; 8 in 
$2.60; 10 in., $4.20 per doz. pair; ex- 
heavy = rn ot in bundles, 4 in., 


cent. 


OVENS 


Perfection.—No. 211, 1 burner plain 
door, $2.50; No. 211G, 1 burner, glass 
door, $2.70; No. 112G, 2 burners, glass 
door, $6. 

Dealers’ 
and 5 per cent; 
cent. 

Puritan.—No. 42G, 
door, $5.50. 


discount on 10 or more, 30 
less than 10, 30 per 


2 burners, glass 


SASH CORD.—The 
with jobbers’ prices still unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best Manila, standard brand, 21c. 
per lbe; No. 2 Manila, 19c. per Ihb.; 
No. 1, Sisal, 14%c. per lb.; No. 2, 
Sisal, 13c. per Ib. 


demand is fair 


JOBBERS’ QUOTATIONS TO RE- 


32; 5 in., $1.63; 6 in., $2; 8 in., Dealers’ discount, 10 or more, 30 TAILERS, F.0O.B. CHICAGO: 
3 95; 10 in., 3 0 per doz. _— per cent; less than 10, 30 per No. 7 standard brands, $7.90 per 


ICE CREAM FREEZERS.—A satis- 
factory normal demand has developed 


after a late start. 


Prices are un- 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

White Mountain, 1 qt., $4.80 list; 
2 at., $5.60 list; 3 qt., $6.75 list; 4 qt., 





Nesco.—No. 05, 1 burner, solid 
door, $2; No. 5, 1 burner, glass door, 
$2.15: No. 020, 2 burners, solid door, 
$4.25: No. 20; 2 burners, glass door, 
$4.50; No. 301, 2 burners, glass door, 
thermometer, $6.40. 


WICKS, ETC. 


Rockweave wick, $25c. each; Per- 
fection and Puritan, $4 per doz. and 
$48 per gross. 





doz. hanks; No. 8, $8.90 per dozen 


hanks. 


SASH PULLEYS.—Prices are without 
change and the demand is normal. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Common sash pulleys, 55¢c. per doz.; 
barrels, 50c. per doz.; Common Sense, 
2 in., 55c, doz.; barrels, 50c. doz.; No. 





$8.25 list; 6 qt., $10.45 list; 8 qt., $13.40 Discounts same as on oil cook 110, 50c. doz.; barrels, 45c. doz. 
me a = sit. 4 wg 3 = 333°20 stoves, ovens and heaters. SCREEN DOORS ANI WINDOW 
o_o “s eis au GPs “ = ‘ TEN JOORS AND INDO 
list; 25 $42.60 list.. Arctic, 1 at.. | PAINTS AND OILS.—There is a good a ggg ; 
$4 list; ¢ “qt., $4.60 list; 3 at., $5.45 ld d d ; SCREENS.—Sales are decidedly active 
list; 4 qt., $6. ’80 list; 6 qt., $8.60 list; seasona emana and prices are un- with prices holding strong. 
hy of ae i o' os changes. JOBBERS’ QUOTATIONS TO RE 
50 per cent discount. aska, a P - 
$2.95 list; 2 qt., $3.45 list; 3 at., $1116 JOBBERS’ QUOTATIONS TO RE- TAILERS, F.O.B. CHICAGO: 
list; 4 qt., $5 list; 6 qt., $6.30 list; 8 TAILERS, F.0.B. CHICAGO: Screen doors, No. 266, 2-8 x 6-8, 
at., $8.20 list; 10 qt., $10.75 list; 12 Linseed Oil Raw.—Barrel lots, 86c. $20.46 doz.: No. 296, 2-8 x 6-8, $24.66. 
at., $14 list; 15 qt., $17 list; 20 qt., per gal.; 5 barrel lots, 83c. per gal. doz.: No. 311, 2-8 x 6-8, $20.92 doz.; 
$21.50 list. A discount of 20 and 10 Linseed Oil, Boiled.—Barrel lots, window screens, No. 1833, $4.56 doz.: 
per cent on all above prices. Acme, 89c. per gal.; 5 barrel lots, 86c. per No. 2433, $5.40 doz, 
+ qt., galv., $8 doz.; 2 at., oF ost gal. aia - rea 
0 per doz.; 4 qt., enamel, 8 per Denature cohol. — Barre ots, ’ = * 
ioe, Above prices are net. 58%4c. per gal.; steel drums, extra, SCREWS. There is a good demand 
Everybody’s Freezers, 1 pt., $3.50; $6, returnable. and prices are firm. 
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JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

(New lists Jan. 3, 1928.) Flat bright 
screws, 50 per cent; round head, 
blued, 45 per cent; flat head brass, 45 
per cent; round head brass, 40 per 
cent, 

SOLDER AND BABBITT.—P rice«s 
have strengthened somewhat and sales 
are picking up. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners, 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—tThere is a normal 
demand with local prices holding well. 





JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 
28 gage galvanized sheets, $5.30 per 
100 lb.; 28 gage black sheets, $4.20 
per 100 Ib. 
WIRE PRODUCTS.—The demand 
satisfactory and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 9 black annealed wire, $3.30 per 
100 lb.; No. 9 galvanized plain wire, 
$3.85 per 100 lb.; catch weight spools 
galvanized cattle or hog wire, $3.80 
per 100 Ib.; polished fence staples, 
$3.55 per 100 lb.; wire cloth, black, 
12-mesh, $1.85 per 100 sq. ft.; gal- 
vanized, 12-mesh, $2.05 per 100 sq. 
ft.; bronze, 14-mesh, $5.60 per 100 sq. 
ct.; galvanized poultry netting, gal- 
vanized before made, 60 per cent dis- 
count; galvanized after made, 50-10 
per cent discount. 


, 1928 





WRENCHES.—Prices are unchanged 
with the rather active demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Agricultural wrenches, 60-10-5 per 
cent discount. Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 50-10 per cent discount off 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No, 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8.80; No. 
608. _ Crankcase Drain Plug Socket, 
$3.20; No. 90, Square Socket Set, 
$3. 70: No. 1817 Giant ‘‘Snap-on’’ with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 


More Seasonable Weather Causes Rather 
Brisk Revival in the New England Market 


(Boston office of HARDWARE AGB) 


BOSTON, June 19.—A week or so of more seasonable weather has 
caused a rather brisk revival of business in the New England hard- 
ware market. Retailers were quick to feel the improved public 
buying, and in turn have been more generous in placing orders with 
As was anticipated, the average 
retailer ordering goods today wants the stuff at once, and jobbers 
are on the jump every minute of the day. The starting of the vaca- 


the shelf hardware jobbing trade. 


tion season is a handicap to the jobbers. 
than they were, yet there is still room for improvement. 


Collections are better 
Taking 


he situation as a whole it is quite satisfactory so far as the present 
is concerned, but the feeling persists that a lot of business has been 
lost so far this year that will not be made up. 

Lawn accessories of all kinds are in demand, as well as roofing 


material, paints, garage and builders’ 


hardware, garden tools, 


screens and doors, stepladders, wire cloth and a hundred and one 
other items. Jobbers’ stocks are in generally good condition and 


so far there has been little delay in deliveries. 


in New England, consequently haying tools are required. Real 
warm days have perked up retail interest in freezers, toilet clippers 
and vacation goods such as flashlights, wrist watches, etc. The 
opening of summer places has created a demand for a lot of things 
carried by the retail dealer. There ds quite a little labor trouble in 
various parts of New England, but people generally are well em- 


ployed and securing good wages. 


Savings bank deposits continue to 


expand, regardless of the. wave of speculation in stocks and bonds 


that is sweeping New er 


AUTOMOBILE ACCESSORIES. 
—Local jobbers expect to issue new 
prices on tires and tubes before long 
to conform with reductions just made 
by the manufacturers. Most retail 
dealers have been holding off buying 
in anticipation of lower prices. Ac- 
cessories in general, however, are sell- 
ing much better than heretofore. 
We quote from Boston jobbers’ 
stocks: 
Tires.—Mansfield line, Clincher, 30 
x 3, $6 each; heavy duty, 30 x 3%, 
$8.30; straight sides, 30 x sae a 40; 
The $13; 32 x 4, $13.80; x 4, 
$14.50; 7 x 4, $15.20; 32 x 41%, 5318-78: 
33 x 4%, $19.50; 34 x ‘ce’ $20.20; 33 
x 5, $25.50: 35 x 5, $27 





Tires.—Mansfield line, truck, 8-ply, 
32 x 4%, $23.50 each; 33 x 41%, $24.35; 
34 x 414, $25.20; 30 x 5, $28.30; 33 x 
5, $31.30; 34 x 5, $33.70; 35 x 5, $34.45. 
10-ply, 32 x 6, $45.90; 36 x 6, $50.40; 
34 x 7, $65.05; 38 x 7, es 12-ply, 
36 x 8, $92.25; 40 x 8, "$99 

Tires.—Mansfield Cog “palloon, 27 
x 4.40, $8.70 each; 30 x 4.50, $9.15; 


28 x 4.75, $11; x 4.75, $11.95; 31 
x 4.95, $14.95; 29 x 5.00, $12.60; 30 x 
5.00, $13; 31 x 5.00, $13.55 -y x 5.25 
$14.20; 30 x 5.25, $15.15 5.25 
$15.65. Six-ply, 29 x 4.40 re 15; 30 
x 4,50, $12.15; 31 x 5.25, $18.30; 30 x 
5.50, $19.95; 32 x 5.75, $22.75; 30 x 
6.00, $20.40; 32 x 6, $21.10; 30 x 6.20 


$23.90; 32 x 6.20, $24.85; 33 x 6.20, 
$25.60; 32 x 6.75, $27.30; 33 x 6.75, 
$28.25; 34 x 7.30, $32.95. 
Discount.—An extra 5 per cent dis- 
count from these prices is allowed. 
Bumpers.—One to 49 count, 40 per 








Haying has started 





cent discount; 50 to 249 count, 40 and 
5 per cent discount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns. — Klaxon, quantities less 
than $50 in list value, 35 per cent dis- 
count; in $50 to $199 value, 40 and 5 
per cent discount; in $200 value, 50 
per cent discount. 

Tire Chains.—One to nine sets, 30 
per cent discount; 10 to 49 sets, 35 
per cent discount; 50 to 99 sets, 40 
per cent discount; 100 to 149 sets, 
40 and 5 per cent discount; 250 sets 
and more, 40 and 10 per cent dis- 
count, 

Auto Clocks.—Westclox line, plain 
ETT $1.50 each net; luminous dial, 


BICYCLES AND TIRES.—With the 
improved weather has come a better 
demand for all makes and styles of 
bicycles. Business is by no means 
brisk, however. 


We quote from Boston jobbers’ 
stocks: 

Bicycles.—Men’s, 20 in., $30.50 each 
net; 22 in., $30.50; arched bar, $31.25; 
motor bike type with double bar, 
$32.75. Women’s, 20 in., $32.75; boys’, 
18 in., $29. 

Tires. —Guaranteed, lots of 25 pair, 
$2.75 per pair net; Thornproof, lots 
of 25 pair, $3.40 per pair. 


| CLIPPERS.—Toilet clippers are enjoy- 


ing a somewhat broader market. The 
average retail dealer is said to be 
carrying small stocks. 


We quote from Boston jobbers’ 
stocks: 

Clippers.—Toilet, Plymouth, No. 0, 
90c. each net; No. 00, 90c.; May- 
flowers, No. 00, 90c.; American Gen- 
tleman, No. 00, $2; No. 000, $2; Suc- 
cess, No. 00, $1; Coronet, No. 000, $1. 
Brown & Sharpe narrow plate, $4.50 
each list, discount 25 and 15 per 
cent. 

Clippers.—Horse, No. 169, $1.75 
each net; No. 189, $1.56. Horse clip- 
ping machines, No. 1 ball bearing, 
$14 each list, discount 30 per cent. 

roe te Machine, — Ball 
bearing, No. 9, $24 each list; discount 
30 per cent. 


ELECTRIC FANS.—Additional sales 
of electric fans are reported. Retail 
buying is conservative and few stores 


| carry much of an assortment. 


We quote from Boston jobbers’ 
stocks: 

Electric Fans.—Polar Cub line, No. 
B60, in lots of less than 12, $2.45 
each net; in lots of 12, $2.35. Model 
H, 8-in., in lots of less than 12, $2.80; 
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in lots of 12, $2.65; 9-in., in lots of less 2, $21.60; No. 14, $31; No. 114, $27; removable tank attached pump, with 
than 6, $3. 70: in lots of 6, $3.50; 10- Can’t Splash, No. 112, $22. Lamco white cabinet, $128 each list. 
in., oscillating, in lots of less than 6, line, in lots of less than \% doz., $26 Nesco stoves, 2-burner’ gasoline 

65. per doz. net; in lots of ™% doz. or without high shelf, $23; same, 3- 


$7; in lots of 6, 
FLASHLIGHT CASES, ETC.—Now 
that the vacation season is on retail 
dealers are selling more flashlight cases 
and lamps. Jobbers’ sales are better 
as a result. 


a quote from Boston jobbers’ 
sto 

Flashlight Cases.—Eveready line, 
No. 2602, 60c. each net; No. 2604, 62c.; 
No. 2612, $1.01; No. 2616, $94c.; No. 
2619, $1. 38: No. 2630, 78c.; No. 2631, 


; $2. 28; No. 2697, 
No. 2645, $3.41; No. 4753, $2.50; No. 
6993, $1.27. 


Flashlight Lamps.—No. 1180, 10c. 
each list; No. 1197, 10c.; No. 1162, 
llc.; No. 1161, llc.; No. 1198, 9c.; 
No. 93, 9c.; No. 451, 10c.; No. 1117, 
lic.; No. 1926, assortment, $9.90. 


FLY SWATTERS.—Increased sales of 
fly swatters are noted by jobbers. 
There is also a better call for spray- 
ers and sprays and other insect de- 
stroyers. 


We quote from Boston jobbers’ 
stoc 

Fly pwateors. —Velvet, $6 per gross 
net; Orile, $7.50. 


HOT PLATES.—Jobbers have put into 
effect a slight reduction in gas hot 
plates, to conform with new lists re- 
cently issued by manufacturers. Re- 
vised prices follow: 


We quote from Boston jobbers’ 
stocks: 

Hot Plates.—Gas, one _ burner, 
black, $2.45 per doz. net. Nursery, 


No. 1 with nozzle, 63c. each net; with 
cock, 74c.; nickel with cock, $1.03. 
Black Ideal with nozzle, 80c. each; 
nickle, $1.14. Two burners, black, No. 
5, Ideal, $1.83 each net; nickle with 
Star burner, $2.85; nickle No. 2, 
Columbia, $3.37; nickle with Star 
burner, $4.79. Three burners, black, 
No. 9, Ideal, $2.80 each net; Nickle, 
No. 27, $5.19. 
MOPS AND WRINGERS.—Slightly 
higher prices for cotton mops have been 
adopted by the jobbing trade, following 
the receipt of new lists from manufac- 
turers. 

We quote from Boston jobbers 
stocks: 

Mops.—Cotton, Eureka, 9 lb. twine, 
$2.95 per doz. net; 12 lb. twine, $3.90; 
15 Ib. twine. $4.90; 18 lb. twine, $5.90. 

Mop Wringers.—White line hotel, 
No. 1, $32 per doz. net; family, No. 


’ 





more, $24. Brockton line, in lots of 
less than % doz., $39 per doz. net; 
in lots of % doz. or more, $37. 


NAILS.—The announcement from 
Pittsburgh that wire nails have been 
advanced $1 a ton is without effect in 
the Boston market. Prices here corre- 
spond with those just announced and 
have been in effect since January, 1927. 


SCREEN DOOR HINGES.—Quite an 
improvement in the demand for screen 
door hinges is reported by jobbers. 

We quote from Boston jobbers’ 
stocks: 

Screen Door 
$14.35 per gross pair net; No. 
$18.05. 

SCREEN DOOR GUARDS.—tThe call 
for screen door guards likewise is 
better. Many retailers evidently put 
off buying until the very last minute. 


Boston jobbers’ 


Hinges.— No 158J, 
151J, 


We quote from 
stocks: 

Screen Door Guards.—In sizes from 
26 in. to 32 in., 45c. for a set of 


three. 
SHEET ZINC.—Sheet zinc prices are 
% cent a pound higher than heretofore. 
New prices are as follows: 


We quote from Boston jobbers’ 
stocks: 

Sheet Zinc.—In 300 lb. casks, $11 
per cwt.; in 200 lb. casks, $11.25; in 
100 lb. casks, $11.50; in less than cask 
lots, $12 


STOVES.—Retail dealers are begin- 
ning to sell oil cook stoves, consequent- 
ly the movement out of jobbers’ stocks 
has increased. 


We quote 
stocks: 

Cook Stoves.—Oil, Perfection, No. 
339, full white enamel, 4 standard 
and 1 giant burners, built in oven, 
with white cabinet, $140 each list. 
No. 279, full white enamel, 5 double 
burners, built in oven, with white 
cabinet, $120. No. 74, satin-black 
finish, 4 burners, with white cab- 
inet, $41.50; No. 73, satin-black fin- 
san 3 burners, with white cabinet, 


from Boston jobbers’ 


Puritan. — No. 249, full white 
enamel, 4 standard and 1 giant 
burners, built in oven, with white 
cabinet, $122 list. No. 44, satin-black 
finish, two-tone brown drums, 4 
burners, with cabinet, $41.50. No. 
43, satin-black finish, two-tone brown 
drums, 3 burners, $33. 

Pressure-Gas Stoves.—Puritan, No. 
759, full white enamel, 5 pressure 
burners, built in oven and broiler, 





4-burner, $33; 
5-burner range, 

regular gaso- 
5; 3-burner, 
discount 


burner, $28; same, 
4-burner range, $65; 
$70; high shelves for 
line stoves, 2-burner, $5.2 
$6.50; 4- burner, $8; dealers’ 
30 and 5 per cent off list. 


TOY BOATS.—Public and private 
schools are rapidly closing and children 
have several months in which to amuse 


themselves. Toy boats are growing in 
popularity with youngsters. 
We quote from Boston jobbers’ 
stocks: 


Toy Boats.—Sail, Teddy, $12 per 


doz. net; Ripple, $4; Goslin, $8; Kit- 
ten, $12; Pup, $16; Seagull, $20; Old 
Tom, $40; Flying Cloud, $52: White- 
cap, $96; America, $144. Columbia 
toy, $81. 


TOY CANNONS.—Cannons, tanks and 
pistols are selling very well. Local 
dealers did a good business just before 
June 17, and expected to do even more 
before July 4. 


We quote 
stocks: 
Cannon.—Toy, Big Bang line, on 
two wheels, No. 8F, $1.50 each; No. 
12F, $2.50; No. 16F, $3.67. On four 
wheels, No. 10W, $2. Mac machine 
gun, No. 100, $8 per doz. net. 
Tanks.—Toy Army, No. 5T, 67c. 
each net. 

Pistols.—Big Bang line, with hol- 
ster, $1.34 each, net. 
Ammunition.—Baysite, in tubes, 
10c. each net; spark plugs, 6 2-3c. 
each. Refills for Mac Machine gun, 
80c. a doz. 


WIRE CLOTH.—Jobbers say an ad- 
vance is coming shortly in copper and 
bronze wire cloth. Just how much of 
an advance it will be they are unable 
to forecast, but it is intimated it will 
be a fairly large one. 


We quote from Boston jobbers’ 
stocks: 
Wire cloth, 


from Boston jobbers’ 


in 100 ft. rolls, stand- 
ard widths 18 in. to 48 in. in 2 in. 
steps, per 100 sq. ft., f.o.b. store: 
Black Painted.—12 mesh, $2.50; 14 
mesh, $2.50; 16 mesh, $2.90; 18 mesh, 


$3.50. 
Opal.—12 mesh, $2.40; 14 mesh, 
$2.80; 16 mesh, $3.25; 18 mesh, $3.85. 
Bronze.—Bright or antique finish, 
zs mesh, $6; 16 mesh, $6.50; 18 mesh, 


Pure Copper.—Bright and antique 
fifish, 14 mesh, $5.50; 16 mesh, $6; 18 
mesh, $6.50. 

Pearl.—Rolls 100 ft. in length, reg- 
ular grade, 12 x 13 mesh, $4.25; 14 
mesh, $4.75; 16 mesh, $5.25. 





CENTRAL 


Peterson & Benike Hdwe. Co. has succeeded Theo. L. Peterson Hdwe. 


Co. in Lewiston, Me. 


Van Lehn Hédwe. is conducting the business of Van Lehn & Scott in 


New Philadelphia, Ohio. 


Fee L. Larry is now sole owner of the Lapeer Hdwe. Co., 


Mich. 


Virgil Farrand has succeeded W. G. Morgan in Colon, Mich. 


Verified News of Retail Stores 


Clarence W. Happ has purchased the stock and fixtures of Hiram’s 


Lapeer, Brown’s Hdwe. 
Iowa. 


Burnette Bros. have 


H. C. Cole has succeeded the Hill-Cole Hdwe. Co. in Beloit, Kan. 


Harold Watkinson of Marion, Kan., has taken over the business of 


J. H. Winkley of that place. 


J. R. Harper is now conducting the Babbitt & Reigler store in Free- 


port, Mich. 


Pancake & Trout have opened a store in South Charleston, Ohio. 
Howard Welsh has taken over the Harding Co., 


operated as Welsh Hdwe., Inc. 


Levine Bros., 79 East Fifty-fifth Street, Chicago, IIl., 


an. 


. . under his own name. 
Wooster, Ohio. It is 


have opened a 


fourth store, located at 504614 Cottage Grave Avenue, Chicago. Iowa. 


taken over the business of C. L. 


J. C. O’Donnell has opened a store in the Deeds Bldg., 
M. E. Brugge is conducting the Reading Hdwe. Co., 


Carr Hdwe. Co., St. Marys, Kan., 
Geo. H. Minier is now operating the Minier Hdwe. Co. in Burlington, 


Hdwe. in Fort Madison, Iowa. 
B. C. Roberts has succeeded the Cross Hdwe. Co. in Monticello, Iowa. 
Hucke Imp. & Hdwe. Co. has taken over the business of the 

Imp. Co. in Muscatine, 

is the successor to D. E. 


sowser 
Iowa. 
Edwards in West Branch, 


Tilton in Edna, 


Inman Hdwe. Co. has succeeded Schierling, Reeme & Kuns in Inman, 


Lyons, Kan. 
Reading, Kan., 


has purchased the store of C. P. Aul. 
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Conditions in Twin Cities Territory Are 


Very Good—Farmers 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, June 19.—Conditions in general over the North- 
west tributary to the Twin Cities are very good. With the recent 
rains the farmers feel that a crop is very much more of a possibil- 
ity, and in consequence are buying for their needs more freely. 

Business in general shows a greater volume than a year ago. In 
the larger cities building has not shown as great activity, but through 
the smaller communities and in the country building is improving 
for residences, farm buildings and similar structures. Commercial 
building is light in towns outside of the larger cities. 

Collections are improved over the average of a few weeks ago. 

Prices are exceptionally steady, showing no changes since last 
week’s report. 





em is s i vol- less than case lots, $7 doz., sets, case 

AXES . all is steady with good vo lots, $6.75 doz. sets; steel bit-keyed 
ume. Prices are unchanged. front door sets, $1.85 per eet: cylin: | 
’ . der rass outside trim, it-keyec | 

hee in cities. front door sets, $1.85 per set; cylinder 

Single bit, base weight axes, $16.50; — door sets, $6.50 per ig —™ 

double bit base weight, | $21.50; cee gy Age ~ age Fe Bag econ 

Plumbs Dreadnaught, single bit, un- — pair; 4 i. 75. - a a 4 

handled, $15; double bit, $20; handled, are Bin. $1. oll Fa yg $1 7 

— $19.25; double bit, $24.26 doz. pair; light plain tee hinges, 3 in., 

ed 62c. doz. pair; 4 in., 78c. doz. pair: 


AUTOMOBILE TIRES AND TUBES. heavy plain tee hinges, 4 in., $1.06 





a : doz. pair; 5 in., $1.20 doz. pair; 6 in., 
Demand shows an increase over that os aie Guan & tes GAG Eee, eee 
of a few weeks ago, due to the start extra heavy plain tee. hinges, 4 in., 
; ; ; $1.28 doz. pair; 5 in., $1.58 doz. pair; 
of the vacation and touring season in 5 in, S250 Gock.peir: € in. $649 don 
earnest. Sales are showing excellent pair; 10 in., $4.53 doz. pair, net. 
totals, with prices firm. EAVES TROUGH CONDUCTOR PIPE 
JOBBERS’ QUOTATIONS TO RE- 4 : 
TAILERS, F.O.B. TWIN CITIES: AND ELBOWS.—Sales are good with 
Mansfield tires, Liberty cord, 30 = stocks well filled. Prices have not 
3%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 4.40, changed. 
$9.15; 30 x 5, $13; 32 x 6 heavy duty, JOBBERS’ QUOTATIONS TO RE-_ | 
$21.10; 32 x 6.20, heavy duty, $24.85, TAILERS, F.O.B. TWIN CITIES: | 
each, less 5 per cent. Mansfield Eaves trough, 28 ga., 5 in., S.B., | 
tubes, tan, 30 x 3, single lots, $1.50; slip joint, in crates, $5.50 per joo ft: | 
case lots (12), $1.40; 32 x 4, single, conductor pipe, 28 ga., 3 in., in crates, | 
$2.50; case (12), $2.40; 34 x 4%, sin- not nested, $5.50 per 100 ft.; 3 in., 
gle, $3.10; case (12), $3; gray tubes, | $1.73 doz. net. 
balloon type, 27 x 4.40, $1.80; case ‘ILES.—D ai d ith k 
(12), $1.70; 29 x 4.40, single, | $1.85; FILES.—Demand is steady with stocks | 
case (12), $1.75; 30 x 5, single, $2.25; well filled. Prices are firm as quoted. 


case (12), $2.15: 32 x 6, single, $3.10, 


case (12), $3; 32 x 6.20, single, $3.50; JOBBERS’ QUOTATIONS TO RE- 


case (12), $3.40 each, less 10 per cent. TAILERS, F.O.B. TWIN CITIES: 
BOLTS.—Sales are steady with prices Best grade files at 50 per cent, and | 
second grade files, 60 per cent from 
unchanged. lists. | 
7JOBBERS! QUOTATIONS TO RE- |GALVANIZED WARE.—Sales are | 
Carriage and machine bolts, all steady with demand still good for | 
sizes, 60 per cent; stove bolts, 75-10 garbage pails and cans. Prices show | 
per cent; and lag screws, 60 per cent h | 
from standard lists. no changes. 
=" is i ri JOBBERS’ QUOTATIONS TO RE- | 
one emand is good with prices | > TERS F.O.B. TWIN CITIES: 
uncasage Standard 10 qt. galvanized pails at 
JOBBERS’ ptt be ged TO RE- $2.55; 12 qt., $2.70; 14 qt., $3; 16 qt. 
TAILERS, F.O.B. TWIN CITIES: stock pails, $4.70; 18 qt., #. 50; stand- 
Steel wire brads, 75 per cent from } ard galvanized tubs, No. 1, $7; No. 2, 
lists. | $7.90; No. 3, $9.20; heavy galvanized 


BUILDERS’ HARDWARE—Call is | [0% No.,), 912.85: No. 2 914.06; No. 


very good, in this line. Building of | GLass AND PUTTY.—There is still | 
houses is somewhat less in the cities a good demand in this line, and dealers 
than last year, but shows a good volume | aye keeping their stocks well filled. 
in the country. Commercial building | pyices are firm. 


in the cities is demanding attention. JOBBERS’ QUOTATIONS TO RE- 
Prices are unchanged. TAILERS, F.O.B. TWIN CITIES: 
TAILERS, F.O.B. TWIN CITIES: Minnesota prices, 86 per cent; and 


3% x 3% steel butts, old copper strictly pure putty in 50 Ib. contain- 
and dull brass finish, 19c. pair in less ers, $4.85 cwt., net. 


} 
JOBBERS’ QUOTATIONS TO RE.- Single and double strength glass, | 
| 
than cast lots, 18c. pair in case lots; HAMMERS AND HATCHETS.—Small | 


4 x 4 steel butts, old copper and dull . 8 ° } 
brass finish, 26c. pair, less than case tools are selling steadily, with ample | 
lots, 25c. pair in case lots; broad stocks on hand. Prices show no | 


bevel steel inside sets, old copper or h | 
dull brass finish, one piece knobs, cnanges. | 











Buying Freely 


JOBBERS’ oe pte TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
Maydole, No. 11%, gareesuers ham- 
mers, $12.60; Plumb, » $12. 60; 


Plumb HF145, $6. ion ae No. 2 
broad hatchets, $16.40; No. 2 Shing- 
ling, $12.50; No. 2 claw, $13.75 doz., 
net. 


HOSE REELS.—Call for reels is 
steady, with stocks well filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Donley All Steel hose reels, No. 2 
at $2 each, net. 


ICE CREAM FREEZERS.—Demand is 
starting for the summer season. Stocks 
are well filled and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

White Mountain freezers, 2-qt., 
$2.80; 3-qt., $3.38; 4-qt., $4.13; 6-qt., 
$5.25; 8-qt., $6. 15 each, net. Arctic 
freezers, 2-at., $2.30; 3-qt., $2.78; 
4-qt., $3.40; 6- -at., $4.30; 8-qt., $5.55; 
10-qt., $7.40; Acme, 2-qt., galvanized, 
75c.; 4-qt., enameled, $1.65 each, net. 


LAWN HOSE.—Sales are showing 
good volume with prices steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Competition, % in., 3-ply hose, 
$6.75; Good Luck, % in., 6-ply, $10; 
Bull Dog, % in., 7-ply, $13.50; Leader, 
5, in., 5-ply, $8; Manhattan whipcord 
molded, % in., 500-ft. bales, $8.50; 
—_ 5% in., 500-ft. bales, $9 per 100-ft., 
net. 


LAWN MOWERS.—Sales are increas- 
ing with the advance of the season. 
Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Philadelphia, style A and C, 40 per 
cent; style E, 45 per cent; style K, 
30-5 per cent from lists. 


MILK CANS.—Demand is good with 
prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Railroad, 8-gal. milk cans, $3.20; 
and 10-gal., $3.30 each, net. 
NAILS.—Volume of business in this 
line is steady and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs at 
$3.20 per keg, base. 


OIL STOVES.—Call for oil stoves is 
very good with excellent prospects for 
summer _ trade. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

No. 500 Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 213 with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent. No. 79, Perfection, with black 
cabinet, $78 each; No. 78 only, $22.50 
each; No. 73 with black cabinet, $29 
each; with a discount of 30 per cent 
in lots of less than ten, and 30-5 per 
cent in lots of ten or more. 


| PYREX OVENWARE.—Sales are fair 


with prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 tea pots, $1.67; No. 26 tea pots, 
$2.33 and No. 953 percolator tops, 7c. 
each, net. 
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REGISTERS.—There is a ‘steady de- 
mand in this line, with stocks ample 
to meet it. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists. 


ROPE.—Sales- are good with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade manila rope at 23c. per 
lb., base, and best grade sisal rope 
at 17c. per lb., base. 


SANDPAPER.—With building and 


painting in full swing, demand for 
sandpaper is good. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: ° 
Best grade sandpaper, No. 1, 85c. per 
box of 75 sheets; second grade, No. 1, 
77c. per box of 75 sheets; garnet No. 
1, $16.75 per ream, net. 


SANITARY PRODUCTS.—Sales show 
a good demand and prices are steady, 
showing no changes. 


JOBBERS’ QUOTATIONS TO RE-.- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 22 
oz. size, $1.85 per dozen; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per dozen; Silvershyn, 4% oz. size, 
$1.80 per dozen; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6- 
oz. size, $3.60 per doz.; same, 12-0z. 
size, ee doz.; Presto Lustre, 6- 


0z. size, 60 per doz.; 12-0z. size, 
$4.32 per doz.; 16-oz. size, $5.40 per 
doz., and Dry Cleaner, 8-0z. size, 


$3.60 per doz. 

Desolvo special pipe cleaner, 10-0z. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo 
triple strength, 16-o0z. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz, 

Kloset Klean.—22-0z. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12-oz. cans, less than case 
lots, $2.25 per doz.; case of 2 dozen 


cans, $2.15 per doz.; gross lots, $2 
per doz. 
Chaco boiler liquid, single quarts, 


The Read-Esty Co. 





ot HERE is a profit in selling nails by the pound, 
in spite of the common talk that no profit can be 
made because a hundred-pound keg does not hold that 
amount,” says The Read-Esty Co. of Laconia, N. H. 
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$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8-oz. cans, 1, 2 and 3 doz. 
cans to the carton, $4.50 doz.; Her- 
cules boiler compound, qt. cans, $2 
each. 

Economy Plumber drain pipe clean- 
er, 1 lb. cans, $2 per doz.; 2 lb. cans, 
$3.90. The 1 lb. size is packed 1, 2 
and 3 dozen to the carton, and the 2 
lb. size is packed 1 and 2 dozen to the 
carton. 

SASH CORD AND WEIGHTS.—De- 
mand is steady with fair volume. Prices 
are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Silfer Lake sash cord, No. 8 (base), 
60c.; Red Seal, No. 8, 34c., and Green 
Seal, 32c. Ib., net. 

SCREEN DOORS AND WINDOWS.— 
Call is fair but with indications of 
being better as the season advances. 
Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz., net. 

SCREWS.—Demand is good with 
stocks well filled. Prices have not 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 


flat head brass, 45 per cent, and 
round head brass, 40 per cent from 
new lists. 


SOLDER.—Call for solder is steady 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Strictly half and half solder at 34c., 
and warranted half and half solder at 
35c. lb. in 100-lb. boxes, net. 
STEEL SHEETS.—Sales are showing 
a fair volume of trade. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets at $4.90 
ewt., base (24 ga.), and black steel 
sheets at $3.95 cwt., base (24 ga.). 
TIN.—D:<mand is up to the average. 


Prices have not changed. 


and trouble. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x _ 28, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 lb. coating, $15.50 box, net. 


WIRE.—Fence wire is moving steadily 
with stocks ample for the call. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.17 
per 80-rod spool; galvanized hog 
barbed wire, $3.39 per 80-rod spool; 
painted cattle barbed wire, $2.97 per 
80-rod spool, painted hog _ barbed 
wire, $3.18 per 80-rod spool. No. 9 
(base) smooth galvanized wire, $3.65 
ewt.; No. 9 (base), smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Demand shows an in- 
crease with stocks well filled in antici- 
pation of a good trade. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

12 x 12 mesh black, $1.80, and 12 x 
12 mesh aluminum finish, $2.20 per 
100 sq. ft., basé, net. 


WHEELBARROWS.—Sales are show- 
ing a fair volume. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and 
Meteor, fully bolted, barrel type tray, 
$34.50 doz., net. No. 2T tubular bar- 


rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 


WRENCHES.—Sales are very good 
with stocks well filled. Prices are firm 
as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call long 
sleeve nut, 10 in., $1.70; 12 in., $2.06; 
15 in., $2.75 each net. 

Snap-on Wrenches. — Radio 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $ 
404, Flexible Socket Set, $8; No. 608, 
Crankecase Drain Plug Socket, $3.20; 
No. 90, Square Socket Set, $3.70; 
1817, Giant “Snap-on’’ with extra 
heavy duty ratchet, $27.35 list, less 
3314 per cent discount. 


and 


Sells Nails by the Pound—And Makes a Profit 


This company adopted a new method of merchandising 
nails about two years ago and since that time has been 
selling more nails than ever before. 

On the top of the nail counter is a long, narrow box. 
It is divided into sections, each designed to hold about 
a pound of nails of the sizes carried in stock. 
front of each division is a small card bearing the size 
of the nail within that section, its length, the approxi- 
mate quantity of nails to the pound and the selling price, 
both for pound and keg. 
plete information and he does not have to bother a sales- 
man for sizes and prices. 
daily work, a salesman packages the nails by wrapping 
them in one, two and five-pound packages. 
arranged in bins under the counter. 
been successful and has saved the company much time 
The customer indicates in the sample box 
which kind of nail he wants and the quantity. The 
salesman reaches under the counter, secures the ready 
wrapped) package, notes the price on the box and thus 
completes the purchase. 


On the 


This gives the customer com- 
When there is a lull in the 


These are 
This method has 
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Pittsburgh Trade Following 
Weather Conditions—Staples Active 


(Pittsburgh office of HARDWARE AGE) } 


PITTSBURGH, June 19.—Weather conditions have much to do | 


with the state of hardware trade. 
first ten days of the month and business suffered. Then came a 
period of warm, bright days that helped sales very materially and 
Fluctuating sales rarely produce a high 
average and so the trade is hoping for a real stretch of settled 
When business has been good lately it has been the sea- 


then some more rain. 


weather. 


sonal items that have done best. 
fected by a rather low state of general business and industrial activ- 
ity, but now that the Interstae Commerce Commission has approved 
the reduction of 20c. a ton in lake cargo coal and mines in this part 
of the country have a margin of 45c. a ton over those in the South 
on coal moving to the Northwest, there should be increased activity 
for western Pennsylvania mines, and if no decided increase in the 
demand for hardware results, at least liquidation of overdue ac- 


counts should start. 


An advance of 25c. has been made in bronze wire cloth. Brass 
bird cages have been marked up 714 per cent. Another advance has 
been announced in roofing paper, the fundamental cause of which is 
that former prices were ruinously low. 
picture is a reduction in automobile tires. 
tion of an idea that has long prevailed, due to the weakness of the 
rubber market and the fact that the British Government is soon to 
take off price and shipment restrictions on the crude rubber of its 


colonies. 


AUTOMOBILE TIRES AND TUBES. 
—tThe cut in tire prices announced since 
a week ago runs to as much as 17 per 
cent in some sizes but averages less 
than that over the entire gamut of 
sizes. The new price on Mansfield tires 
29 in. x 4.40 in., which formerly was 
$9.15, goes to $8; on 30 in. x 3% in., 
the new price is $7.25, compared with 
$8.30 the former price and 31 in. x 
5.25 in. goes from $18.30 to $15.30. 
BATTERIES.—The stimulation lent the 
demand by the presidential nominating 
convention has subsided and business 
again is rather dull in dry cell radio 
batteries. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. PITTSBURGH: 

Broken Unit 
Packages Packages 

SS Serer. $2.53 $2.33 
Dy ocacnnennceh es 3.58 3.33 
DER CES iy po han sae 2.06 1.72 
OSS er | 2.80 
Sy Bere 1.32 1.14 
DORE ccscukowes aos 42 .39 
a ee Se 1.05 .97 
ee, ear Pe 1.40 1.30 
Os SE ss sess sneosan 1.40 1.30 
te. SE ne Gk eae oe 6 oe 2.06 1.92 
No. 6 dry cells, ignition type unit 


packages, 32%c. each. 


Flashlights.—No. 935, 9%4c. each; 
No. 950, 9%4c.; No. 790, 18%c.; No. 
705, 28c.; No. 750, 181%4c.; No. 761, 25c. 


s2'37 Shot.—No. 1461, $1.67; No. 1661, 
2.37. 


BIRD CAGES.—An advance of 7% 
per cent has been made in prices of 
brass bird cages. No change has been 


Reading matter continued on page 54 








There was rain on each of the 


Staples have been adversely af- 





On the other side of the 
This is merely a realiza- 


made in those of steel or other ma- 
terials. 


BOLTS, NUTS AND RIVETS.—Fresh 
features are lacking save for the fact 
that manufacturers are reaffirming 
second quarter prices on third quarter 
contracts. Jobbers report demand as 
steady but for small lots. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 50 and 10 per 
cent off list 
Nutee—All” styles, 
list. 
Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BOTTLES, CAPS AND CAPPERS.— 
Demand is good but it will be better 
when the weather is warm enough to 
stimulate the desire for root beer and 
other hot weather drinks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Bottles.— Crown, 14 oz., $6 per 
gross; 28 oz., $8.40; lightning stopper, 
14 0z., $7.50; 28 oz., " 

Caps.—in ‘single gross lots, 18c. per 
gross; 10-gross lots, 17c. per gross; 
50-gross lots, 16c. per gross. 

Cappers.—Eveready, $9 per doz.; 
Indestro, $10 per doz. 


BUILDERS’ HARDWARE.—The more | 
common report is that business is not | 
as good as it was at this time last | 
year or the year before. Home build- | 
ing is on a smaller scale, while the | 


60 per cent off 





— 
bigger building projects are under way 
and materials have been largely pur- 
chased. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in.; $18.50 per 100 pair; 
s36 in. x 3% in., $19; 4 in. x 4 in, 


Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., -95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, T, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.— Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 


4 in., 79c.; 6 in., $1. 05: safety, 3 in., 
oi Ge per doz.; 4% in., $1. 14; 6 in., 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


CHERRY STONERS.—This fruit soon 
will be ripe and there is some demand 
already for stoners. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Brighton, $8.40 per doz.; Dandy, 
$12; Enterprise, $12. 


FARM, GARDEN AND LAWN.— 
Mowers still are doing well and garden 
and lawn tools show a fair amount of 
activity. Less rain would help water- 
ing equipment. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. PITTSBURGH: 

Forks, Rakes and Hoes ee N 
forks, No. 31, $13.63 per -" , 
$15.24; spading forks, No. $10. ‘36 
per doz. No. 72, $14.28; canaae rakes, 
No. 014, $5.64 per doz.; No. 512, oy 64; 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; wey hoes, $6 per doz. 

Barrows. — Garden, No. 81, 
each; No. 82, $4. 75 No. 83, $5; 
$7.75; No. 45, $4. 50; No. 35, $5.75; ‘No. 
25, $6.25. 

Trowels.—Garden, No. 7, $1.40 per 
doZ#.; No. 803, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 

Grass —. and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; 
German, Py 60; English, $75. oaoss. 
No. 360, $3 per doz.; No. $3.60; 
No. 520, $5.50; ie. a $7; No. 540, $6. 

Shears.—Pruni No. $2 per 
doz.; No. 0, $4. 50: ie. "3, be. 0: Ro. 
4671, $9; te ee 8 in. lades, $1. 25 to 
$1.75 each; in., 31.40 to $1.90; 10 
in., $1.60 to 32 

Pruners. — Tree, water, $1.30 to 
$1.60 each; Division, $2 to $2.10; 
Rockdale, $1.35 to $1.65; McKinney, 
$2.60 to $3.60. 

Hose, Reels and Nozzles.—Garden 
_— in 50-ft. rolls, % in., 9c. per 

; 5% in., 9144c.; % in., 11¢c.; nozzles, 
$5. 60 to $6 per doz.; reels, $1 to $4 
each. 

Sprinklers.—Ring, 50c. each; Rain 
King, $2.35; Giant Rain King, $7.50; 
Pluvius, $1.15. 

Sprinkling Cans.—Galvanized, 4 aqt., 


$6 per doz.; 6 qt., $6.60; 8 qt., $7.50; 
10° qt., $8.40. 

Lawn Mowers.—12 in., $5 to $8.75; 
14 in., $5.25 to $13; 16 in., $5.75 to 
$13.50; 18 in., $8.50 to $14; 20 in., 
$10.50 to $15. 


Sprays.—Bordeaux mixtures, 1 Ib. 
papers, 25c. per lb.; in 100 lb. drums, 
15c, per 1lb.; arsenate of lead, 1 Ib. 
papers, 25c. per Ib.; 100 lb. drunis, 
1l6e. per Ib. 
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The Remington Weekly Letter 


VENDING MACHINES 


Recently there has been wide publicity 
given in the press to the amalgamation of 
a number of vending machine companies. 
The name of the combined company is 
the Consolidated Automatic Merchandis- 
ing Corporation. 


One of the subsidiary companies 
owned by the Remington Arms Company 
—Remington Service Machines, Inc.— 
was bought out by the Consolidated Au- 
tomatic Merchandising Corporation. 


In the new set-up, the Remington Arms 
Company, while being represented on the 
Board of the Consolidated Merchandising 
Corporation, will only be active in the 
manufacturing end of the business. We 
have a contract with the new corporation 
to manufacture their vending machines. 
We are very glad to have this contract, 
as it will take up a lot of extra building 
space, will use up the surplus manufac- 
turing equipment that we have at Ilion, 
and will be a factor in a considerable re- 
duction of our manufacturing overhead 
costs. 


The Remington Arms Company will 
not have anything to do with the sales 


We have had a number of requests 
for reprints of these Weekly Let- 
ters, to be distributed to salesmen 
and others. We shall be glad to 
supply any of our customers with 
copies, upon request. 


policy of this new corporation. As a 
matter of fact, selling out our vending 
machine interest to the Consolidated Au- 
tomatic Merchandising Corporation, ex- 
cept as far as the manufacturing goes, 
puts us, as a company, out of the vending 
machine field. This will give our execu- 
tives, who have been active in vending 
machine sales, more time to devote to the 
arms, ammunition and cash _ register 
business. 


On account of all this publicity, we 
think it is only fair that we should advise 
our friends in the trade that this deal, in- 
stead of diverting any of our attention 
from our arms, ammunition and cash 
register business, will have just the con- 
trary effect. 


As a result of this publicity, a great 


‘deal of mail pertaining to vending ma- 


chines has come to our office. We beg 
to advise correspondents that this mail 
should be addressed not to us but to the 
Consolidated Automatic Merchandising 
Corporation, 285 Madison Avenue, New 
York City, where they will have their ex- 
ecutive offices. 


Rf Lr 22e, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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GRAIN 


developing for grain cradles, which are | 
quoted by jobbers at $54 per doz. with | 


extra fingers at $2.40 per doz. 


ICE CREAM FREEZERS.—Not much 
improvement is noted in the demand 
for freezers, but they have not in recent 
years shown real activity until real 
summer weather has arrived. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH: 
Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 4 
qt., $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each; and 20 qt., 
$21.50 each. These are list prices 


which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1 qt., 
3.25 each; 2 qt., $3.90 each; 3 qt., 


$4.65 each; 4 qt., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 


count of 20 and 10 per cent. 
White Mountain Freezers.—2 qt., 


$5.60 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 gqt., $18 each. 


These are list prices and are subject 
to a dealers’ discount of 50 per cent. 


Blizzard.—1 qt., $4.65 each; 2 qt., 
$5.50; 3 qt., $6.50; 4 qt., $8; 6 qt., $10; 
8 qt., $13; 10 qt., $17; subject to a 


dise ount of 55 and 7% per cent. 


Lightning. 1 qt., $4.65 each; 2 qt., 
$5.50; 3 qt., $6.50; 4 qt., $8; 6 qt., $10; 
8 qt., $13; 10 qt., $17; 12 qt., $21; sub- 
ject to a discount of 55 per cent. 

,Auto- Vacuum Freezers, — No. 1, 

33 net; No. 2, $4 net; No. 3, $5.33 
—y and No. 4, $6.67 net. These net 


prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. — Bright, galvan- 
ized, tapered, 2 qt., $8 per doz.; 
same size, enameled, galvanized, $10 
per doz.; 4 qt. size, enameled-galvan- 
ized, $18 per doz., and 1 qt. size, 
Junior enameled, $4.80 per doz. 
These are net prices to dealers. 

Arctic Freezers.—1 qt., $4; 2 at., 
$4.60; 3 qt., $5.55; 4 qt., $ 
$8.60: 8 qt., $11.10; 10 qt., 
qt., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


PAINTING SUPPLIES.—Business is 
good, although subject to some fluctua- 
tion in keeping with weather condi- 
tions. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(whites and dark greens, 12c. per 
gal. higher); white lead, 13%c. per 
Ib. in 100-lb. lots; 10 per cent less in 
lots of 500 Ib. or more and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 68c. per gallon in barrel 
lots; raw linseed oil, 11.7c. per Ib. in 


barrel lots. 





Triplex Electric Glue Pot 


Beckwith Machine Co., Ravenna, Ohio, 
recently placed before the trade the Triplex 
Glue Pot, which is constructed for either 
110 or 220 volt service and has a switch 
allowing three different heat temperatures 
to be maintained. 

It has a heavy spun seamless inside cop- 
per pot and a blued steel outside housing. 
The heating unit is a nickel copper resist- 
ance wire, thoroughly insulated. It is 
wound and baked on the walls and bottom 
of the inside copper pot. Heavy corru- 


gated asbestos reduces radiation of heat 
to outside air. 
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CRADLES.—Some demand is| SPRING HOUSE SUPPLIES.—These 


items still are seasonal and having a 
fairly good call, but sales are off ma- 
terially from where they were a few 
weeks ago. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Mops.—O-Cedar, 3344 per cent off 
list; Cotton, best grade, No. 12, $4.20 
per doz.; No. 20, $6; No. 30, $10; No. 
36, $13.50. Second grade, No. 12, 
$2.75; No. 20, $4.50; No. 30, $6.75; No. 


36, $8.40 
Chamois Skins.—12 x 14 in., $3.50 
og” 14 x 18 in., 


per doz.; 13 x 17 in., 
$7.50; 15 x 20 in., $ 

Waxes. —Johnson itl wax, 4 Ib. 
cans, $3; 8 Ib. cans, $6; Old English, 


1 lb. cans, 85c.; 2 Ib. cans, $1.75; 4 
lb. cans, $3; liquid wax, Johnson, 
pints, 75c.; quarts, $1.40; Old English, 
pints, 75c.; quarts, $1.40. Dealers’ 


discount, 334% per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire racks, $6 per 
assortment. 

Wall Cleaners. — Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per dozen cans; Perfection paint 
cleaner, $3.25 per dozen. 


Step Ladders. — Standard full 
rodded ladders, 28c. per ft.; extra, 
40c. per ft. 


Floor Polishers.—Johnson’s electric, 


$22.12 each net; hand, $3.75 each; 
Old English, $2.60 each. 
Carpet Beaters. — Justrite, $1.10 


doz.; No. 4, $1.20. 

Bronzes.—Gold or aluminum, No. 
25 at $2 per doz.; No. 40, $3.20, and 
No. 70, $5.50. 

Sanitary Goods.—Desolvo, No. 16, 
$3.75 per doz. in lots of 3 doz. or 

less than doz., $4; No. 10, 
per doz. in lots of 3 doz. or 
less than 3 doz., $3.25. Kloset 
Klean, $2 per doz.; Saniflush, $2.25 
per doz.; Presto pipe opener, $2 per 
doz.; tile and porcelain cleaner, $1.20 
per doz.; bowl cleaner, $1.85. 

Patching Plaster.—3 lb. cans, $1.80 
per doz.; 6 Ib. cans, $3; 10 Ib. cans, 
$4.20; 15 lb. cans, $6. 

Plastic Wood.—¥, Ib. $2.80 
per doz. 


ROOFING PAPER.—Another advance 
in prices carries some grades to the | 
highest levels that have ruled before 
in a long time. 


more; 


cans, 


Manufacturers appear 


21, 1928 











| 


to have tired of selling at a loss and | 


the price revision is chiefly for the 
purpose of putting the product on a 
profitable basis. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Continental.—Heavy, $1.90 per roll, 
extra heavy, $2.20. 

Apex. — Medium, $1.55 per 
heavy, $1.80. 

Battle- Ax. Light, $1.10 per roll; 
medium, $1.40; heavy, $1.65; slate sur- 
face, $2.40; slaters’ felt, $1.10. 


roll; 








The Triplex Glue Pot has many advan- 
tageous features. The operating cost is 





low as there is no rheostat; it can be easily 
converted to a water jacket pot if required; 
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SCREEN WIRE GOODS.—Jobbers 
generally report a good movement in 
these lines. Bronze wire cloth has been 
advanced 25 cents per 100 sq. ft. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Screen Wire Cloth.— Black, $1.80 
per 100 sq. ft.; opal, $2.10; bronze, 


$5.75. 


Screen Doors.—2 ft. 8 in. x 6 ft. 8 
in., No. 241, $18 per doz.; No. 288, 
$24; No. 457-G12, $22; No. 315-B14, 
$42. 


Screen Windows.—Wooden frame, 
extension, 12-33, $3.30 per doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, $5.10. 
Hardware Cloth.—24 in. x 48 in., 

$4 per 100 4 ft.; No. 3, $4.30; 

» $5; No. 8, $5.50. 
~ iaeaiiean after 
per cent off list 


No 
No. v4 $4.65; No. 
Poultry gene ee | 
weaving 50 and 1 
WIRE PRODUCTS.—Fairly active de- 
mand is noted in fence and fencing ma- 
terials and wire nails are moving 
steadily. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
(Fence Wire 


per 100 Ib.) Annealed Galvanized 
$3. $3.50 


No. 6 to 9 gage...... 05 3.5 
ee | ee eee y 3.10 3.55 
i * eee 3.15 3.60 
SS | TEs ee 3:20 3.70 
Ba TER os coceaanivas oss 3.30 3.85 
ee ee 3.40 4.05 
i 3.60 4.30 
i, ere eee 3.80 4.45 
Barbed Wire (per 80-rod spool): 
Se ED: nbs ccd tnadsxncnees $2.97 
a SEE acs 2g wo dnysio-6 5 ws oe 3.18 
en er ee ee re 3.43 
Ba GRAD a rscdnic cow rewk aeaces 3.17 
2-point cattle (special) ......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
os LS | Ee se area ee ge $39.80 
Cy SI ere rere Pees 55.80 
oS) eee res errr 27.70 
RS Se A ERG es 37.00 
et Sere es rire Spa Vedas s 35.80 
BOND sb dives sdws dx'e 8 5e8ese seen 49.20 
Poultry and Rabbit (No. 14 gage): 
Ph) SE es biias oh wp wes ccade hase 36.50 
No. 1948 By Pee ey eee 44.00 
BNO REM 5b aly ase Fd dcie Ss chains oe 49.50 


Steel Fence Posts: 
Galvanized Painted 


Tubular Formed 

SE, Sa Saree” ere eee 
i eee eee 55c. each 38c. each 
fe 65c.each 40c. each 
he ee eee ee 45c. each 
Bright nails, base, per keg, $2.90. 


WRIST WATCHES.—Demand is usu- 
ally a little better at this time of the 
year than at other periods and this 
year is proving no exception to the 
rule. Jobbers quote retailers Tip Top 


| watches with silver dials $2.29 each and 


radium dial $2.69 each. 





it eliminates all corrosicn and glue discol- 
oration and provides uniform heat over 
the entire surface of glue pot. Provided 
with 6 ft. of asbestos cord and attachment 
plug. Made in 1, 2 and 4 qt. sizes. 


New Folsom Arms Catalog 


The H. & D. Folsom Arms Co., 314 
Broadway, New York City, has just com- 
pleted a new 144 page catalog of General 
Sporting Goods. In addition to this, it 
has a special catalog for fishing tackle and 
one for police goods, which will be sent 
the trade on request. 
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Just a quarter turn! 


See how simple this patented vise is! 


s Just give a quarter turn and it slides— 
back and forth, the full length of the 


R id rod. In a flash you can readjust it to 
apt accommodate articles of any size. Give 
the handle a simple quarter turn, and 


Acti 
Cc ting the nut is re-engaging, thus giving a 
Vi ™ e continuous screw. 


‘fhe patented, two-piece, 
cam-operated nut permits 
instantaneous adjustment 
at any point. Nut is re- 
leased or engaged by a 
quarter-turn of the handle. 


ichards-Wilcox Mf¢. (0. 


A Hanger for any Door that Slides. 


oven. « . MOMGMM CEMOORUGA. . . . come 


Boston Philadelphia Cleveland Cinci ti Indi lis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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Cincinnati Retail Trade Is Active 


—Spring Trade Has Been Normal 


CINCINNATI, June 19.—While hardware jobbing sales have been 
retarded somewhat by the inclement weather which has prevailed 
recently, the heavy rains of the past few days, coupled with the ac- 
companying high temperatures, have proved to be a boon to farm- 
ers and crops are in by far the best position this season. 
provement in this respect already is reflected in the increased hard- 


ware trade in the rural sections. 


The spring season has been about normal in most lines. 
weather during the entire month of May brought out a healthy de- 
mand for garden hose, hose reels and other items, while orders for | 
such articles as lawn mowers, garden tools, screen doors and spray- | 
Meanwhile, the movement of shelf goods 


ers were liberal in volume. 
held up fairly well. 


In builders’ hardware there has been a recovery of buying after a 
period during which the market was rather dull. 
building under way locally gives promise of normal sales during the 
Those firms specializing in contract work for 
schools, apartment houses and other large structures report that 


next few months. 


business has been good. 


Prices in general are showing strength. 
there has been an advance, while the only sign of weakness is in 


(Cincinnati office of HARDWARE AGE) 


tires and tubes, which are due for a drop soon. 


Retail hardware trade has been fairly brisk and is about on a par 
with that in the corresponding period of 1927. Collections are only 


fair. 





AUTOMOBILE ACCESSORIES. 
—Business has continued in fair vol- 
ume, but sales still lag behind those in 
1927. There is an impending decline 


in tires and tubes, but these have not | 


yet been announced by local jobbers. 


Otherwise, quotations are firm with | 


little indication of changes in the im- 
mediate future. 
ho ll quote from Cincinnati jobbers’ 


stoc 
Tires 30x3% 29x4.40 
Cheap grade .......... $5.00 $6.50 
Medium grade ........ 6.10 7.55 
ee 8.75 9.65 
Tubes: 
Cheap grade .......... 1.00 1.25 
Medium grade ........ 1.25 eae 
MOORE DRIES voc bcc scccce 1.45 1.85 


Note—30 x 3% unguaranteed cord 
tires, $4.25 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $6.10; heavy 
duty oversize, $8.30; 33 x 4 Liberty, 
$11.15; heavy ‘duty, $13.80; balloon 
tires, 27 x 4.40, $8.70; 29 x 4.40, $9.15; 
30 x 5, $13; 32 x 6, heavy duty, $21.10; 
32 x 6.20, heavy duty, $24.85; tan 
tubes, 30 x 3%, $1.60; 32 x 4, $2.50; 
34 x 4%, $3.10; balloon tire tubes, 
gray, 27 x 4.40, $1. 80; 29 x 4.40, $1.85; 
HF x 5, $2.25; 32 x 6, $3.10; 32 x 6.20, 

Spark Piugs.—Splitdorf a plugs, 
32c. each; 30c. in lots of 100; Ford 
spark plugs, packed one set of four 
to a box, $1.10 per box. 


Chamois Skins.—13 x 16 in., 38c. 
each; 14 x 18 in., 54c. each; 15 x 20 
in., 65c. each. The chamois skins are 
packed one to an envelope and 12 
envelopes in a box. 

Polish.—HLF polish in % pints, 
packed 24 to a case, 50c. per % pint; 
HLF polish in pint bottles, packed 
12 to a case, $1 per pint; HLF polish 


| 


| ing season in this district is proving 
| to be fully up to normal and sales by 
| jobbing houses are running close to 
| those of 1927 from the standpoint of 


in quarts, packed six to a case, $1.50 
per quart. On the above prices there 
is a discount of 40 per cent on indi- 
vidual packages, 40 and 5 in cases, 
and 40 and 10 in % gross lots. 


BOLTS AND NUTS.—Jobbers are get- 
ting a moderate number of orders from 


day to day. 


We quote from Cincinnati jobbers’ 
stocks: 

Cut thread carriage Ay machine 
bolts, 66 per cent off Tis rolled- 
thread carriage and mé¢z uchine bolts, 
60 and 10 per cent off list; stove bolts, 
20 per cent off list; square, hexagon 
and tap nuts, 60 per cent off list. 


| BUILDERS’ HARDWARE.—The build- 


' volume. Prices in all items are firm. 
We quote from Cincinnati jobbers’ 
stocks: 
Sash Weights.—Sash weights, $4.75. 
Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


COOK STOVES AND OVENS.—De- 
| mand for these products is holding up 
| to a normal level. 


| tions satisfactory. 


We quote from Cincinnati jobbers’ 
stocks: 

Gasoline-Pressure Cook Stoves.— 
Coleman: No. 322, $76 each; No. 329, 
$35 each; No. 328, $48 each; No. 325, 
$30 each; No. 324, $26 each; No. 330, 
$23 each. 

Pressure-Gas Cook Stoves.—Puri- 
tan No. 759, $128 each; No. 714, $38 


The im- 


The dry 


The amount of 


In prepared roofing 


Dealers carrying 
| well rounded stocks are finding condi- 


onan: No. 713, $33 each; No. 703, $26.50 
each. 

Oil Cook Stoves.—Perfection No. 
339, $140 each; Perfection No. 279, 
$120 each; Perfection No. 75, $39.50 
each; Perfection No. 74, $28.50 each; 
Perfection No. 73, $22.50 each; Per- 
fection No. 72, $17.50 each; Puritan 
No. 249, $122 each; Puritan No. 44, 
$28.50 each; Puritan No. 43, $22.50 
each; Puritan No. 42, $17.50 each. 

Ovens.—Perfection No. 211, $2.50 
each; Perfection No. 211G, $2.70 each; 
Perfection No. 122G, $6 each. 

Note.—On Perfection and Puritan 
cook stoves there is a dealers’ dis- 
count of 30 per cent and 5 per cent 
for 10 or more assorted sizes and of 
30 per cent for less than 10. On Per- 
fection ovens the same discount ap- 
plies. 


fairly good in this line. 


We quote from Cincinnati jobbers’ 
stocks: 

No. 5, four-ball set, $1.40; No. 10, 
six-ball set, $1.70; No. A, eight-ball 
set, $2; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


ume of this commodity. 

We quote from Cincinnati jobbers’ 
stocks: 

Four at. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
doz.; 12 qt. sprinkling pots, $9.00 per 
doz. 





that last year. 


We quote from Cincinnati jobbers’ 
stocks: 

Rubber Hose.—5 ply, % in., 7c. per 
ft. in 50-ft. lengths; 6 ply, % in., 8%c. 
per ft. in 50-ft. lengths; 7 ply, % in., 
1042. per ft. in 50-ft. lengths; double 
braid in % in., 500-ft. coils, 8%c. per 
ft. 


| HOES.—Sales have been confined to 
fill-in orders for replacement purposes 
since the season is about at an end. 


We quote from Cincinnati jobbers’ 
stocks: 

First grade true-tempered socket 
garden hoes in 6 in. sizes, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—A 


We quote from Cincinnati jobbers’ 
stocks: 
| Diamond nozzles, 
Pet nozzles, $4.90 per doz.; 
zles, $5.50 per doz. 


$3.60 per doz.; 
Gem noz- 


HOSE REELS.—Retailers are having 


| moderate success in this commodity. 


We quote from Cincinnati jobbers’ 
stocks: 

Wooden hose reels, $14.50 per doz.; 

| Victor iron hose reels, $2 each; No. 
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CROQUET SETS.—Business has been 


GALVANIZED SPRINKLERS.—The 
spring season has been profitable to 
jobbers who have moved a liberal vol- 


GARDEN HOSE.—In this item also 
there have been good sales, and this 
year’s trade compares favorably with 





fair 
movement of goods is noted in this line. 
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Columbian Tape-Marked Pure Manila Rope 
is the rope that stays sold. The Dealer handling 
it is sold on it and the buyer who uses Columbian 
remains sold on it. His future orders will specify 
Columbian. 


And how easy it is to sell Columbian Tape- 
Marked Rope! There is no other rope made 
which the dealer can place before his customers and show them a signed 
Guarantee, right in the very rope itself. Merely open one of the strands, 
and exhibit the red, white and blue Tape-Marker, on which this signed 
Guarantee appears. 


Nothing could carry more conviction nor close a sale quicker. This 
tangible out and out demonstration of manufacturer’s confidence satisfies 
the most sceptical buyer, and you'll only need to sell him Columbian once. 
He’ll buy again, voluntarily. 


A post-card will bring the name and address of the Columbian dis- 
tributor in your vicinity. 


Columbian Rope Company 
Auburn, “The Cordage City,” N. Y. 
New York Boston New Orleans Chicago 


_ COLUMBIA 





TAPE-MARKED 
PURE MANILA 


Columbian Dan Says 


“You only need to sell 
Columbian once, and 


the Guarantee makes 
that sale” 
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10 iron hose reels, $3.55 each. Donley 


Alsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—Shipments | 
out of local jobbers’ warehouses have 
been sizable and retail dealers expect 


business to be good. 


We quote from Cincinnati jobbers’ 
stocks: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 


Peerless.—1 qt., $2.95 each; 2 qt., 


$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 


count of 25 and 10 per cent applies 
on the above prices. 


JUVENILE VEHICLES.—Sales 
being well sustained. 
We quote from Cincinnati jobbers’ 


stocks: 
Scooters.—No. 109, $2.09 each; No. 


110, $3 each. 


are 


Sidewalk Cycles.—No. 11, $11.50 
each; No. 12, $12.75 each. 
Velocipedes.—_No. 6E, $2.90 each; 


No. 7E, $3.30 each; No. 46, $7.40 each. 
LAWN MOWERS.—While this product 
is nearing the end of the usual sea- 
sonal run, business continues in fair 
volume for replacement purposes: 


We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12 in., $4.85 each; 
14 in., $5.15 each; 16 in., $5.45 each. 

Ball Bearing.—14 in. medium grade, 
$8.15 each; 14 in., good grade, $9.25 
each; 14 in., best grade, $11 each; 
16 in., medium grade, $8.50 each; 16 


in., good grade, $9.75 each; 16 in., 
best grade, $11.50 each; 18 in., 
medium grade, 8.85 each; 18 in., 
good grade, $10.25 each; 18 in., best 
grade, $12 each. 

LAWN RAKES.—Sales have been 


small and prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Wire lawn rakes, $6.75 per dozen; 
wooden lawn rakes, $6.50 per dozen. 


NAILS.—There has been no change in 
this line. 


We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 


PAINTS.—Jobbers report that  busi- 
ness in the past two weeks has been 
only fair at best, the cold, wet weather 
having retarded sales somewhat. 

We quote from Cincinnati jobbers’ 


stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
80c. per gal.; turpentine, in 2-barrel 
lots, 59c. per gal.; white and red 
lead in 500-lb. kegs, 13%c. per Ib. 


less 10 per cent. 


POULTRY NETTING.—The seasonal 


call for poultry netting is about 
normal. 
A New Bit Extension 
A new bit extension with a locking 


device designed to prevent the holding 


sleeve becoming loose while in use is an- 
nounced by the Greenlee Tool Co., Rock- 
ford, Ill. 

The locking device is an ingenious mech- 
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We quote from Cincinnati jobbers’ 


stocks: 
Poultry netting, galvanized after, 
50 and 10 per cent off list; poultry 


netting, galvanized before, 50, 10 and 
10 per cent off list. 


RAKES.—The demand from the retail 
trade has been holding up to normal. 


We quote from Cincinnati jobbers’ 
stocks: 

True -tempered grade _ 12 - tooth 
rakes, $9.12 per doz.: 14-tooth, $9.84 
per doz.; 16-tooth, $10.56 per doz.; 
competition grade, 12- tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5. 85 per doz. 


SANITARY PRODUCTS.—These 
items are selling at a liberal rate. 


We quote from Cincinnati jobbers’ 
stocks: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 


doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, 2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.: gross lots, 
$2 per d 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 


$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and percelain cleaner, 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.: 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
eans, 1, 2 and 3 dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 

Economy plumber, drain pine 
cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-lb. size is 
packed in one and two dozen cartons. 


SCREEN DOORS.—The seasonal de- 
mand for these products js considered 
fairly good. 


We quote from Cincinnati jobbers’ 
stocks: 

Screen Doors.—No. 241, $18 per 
doz.; No. 281, $19 per doz.; No. 314, 
$25.30 per doz.; No. 355, $34.90 per 
doz.; No. 315, $32.10 per doz.; No. 
315, galvanized, $32.60 per doz. Note 
that all of the above quotations are 
on the size 2 ft. 10 in. x 6 ft. 10 in. 








| SCREWS.—Sales have been normal | 


anism consisting of a sleeve with a spring 
tension, which, when released, engages the 
screw sleeve. A pin prevents the locking 
sleeve from turning. 


‘4 5 RUNS: Cie PR HE 


Another feature is the design which per- 
mits sufficient strength to drive a bit up 
to 1 in. in diameter, yet small enough to 
follow a %-in. bit. The shank of the bit 
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| and shipments from local jobbers’ ware- 
houses have been fair. 


bab quote from Cincinnati jobbers’ 
stocks: 

Flat head bright screws, 60 and 74% 
off list; flat head blue screws, 60 and 


2% off list; flat head brass screws, 
50, 10 and 10 off list; round head 
blue screws, 50, 10 and 10 off list; 


round head brass screws, 50 and 10 
= a bright wire goods, 85 and 25 
Oo ist. 


SHEARS.—There has been no change 
in this item. 
We quote from Cincinnati jobbers’ 


stocks: 

Pruning Shears.—No. 1091S, a “4 
per doz.; No. 25, per doz.; 
BO92V, No. 2192, $11. 1s 


$7. 25 per doz.; 
per doz.; No. 4192F, $15.20 per doz.; 
No. 4155F, $31 per doz. 

Hedge Shears.—8 in., $1. 10 per 
pair; 9 in., $1.20 per pair; 10 in., $1.30 
per pair; ‘lady’s size, No. 100L, 80c. 


per pair. 
SPRAYERS.—tThe retail trade 


sprayers has been rather brisk. 


We quote from Cincinnati jobbers’ 
stocks: 

Paragon sprayers, 30 and 5 off list; 
in lots of 5 or more, 35 off list. 


WATER COOLERS.—Greater activity 
is noticeable in this line. 


We quote from Cincinnati jobbers’ 
stocks: 2 gal. cooler, $1.80 each; 3 
gal. cooler, $2.05 each; 4 gal. cooler, 
$2.40 each; 6 gal. cooler, $2.90 each; 
8 gal. cooler, $3.90 each: 10 gal. cooler, 
$5 each; Twentieth Century cooler 
with bottle, No. 50, in mahogany fin- 
ish, $10.80 each; Twentieth Century 
cooler with bottle and stand, No. 500, 
in mahogany finish, $13.75 each; 
Twentieth Century cooler with bottle 
No. 50, in white finish, $11.25 each; 
Twentieth Century cooler with bottle 
and stand, No. 500, in white finish, 
$14.50 each. 


WATER HEATERS.—Sales have been 
holding up to about the same level pre- 
vailing in recent weeks. 


saan quote from Cincinnati jobbers’ 
stocks: 

Kerosene- ry 2 pen water 
heater No. 431 $170 each; No. 421,A 
$80 each; No. ie $40 each; No. 411, 
$33 each: No. 405, $23 each. 

WINDOW SCREENS.—The usual sea- 
sonal demand for replacements is 
stimulating the local trade. 


We quote from Cincinnati jobbers’ 


stocks: 
Window Screens.—No. 1833, $4.10 


per doz.; No. 1833 galvanized, $4.25 
per doz.; No. 2433, $4.85 per doz.; 
No. 2433 galvanized, $5 per doz.; 
No. 3037, $6.55 per doz.; No. 3037 
galvanized, $6.85 per doz. 


WIRE CLOTH.—In this line there has 
been no substantial change. 


We quote from Cincinnati jobbers’ 
stocks: 

12-mesh black cloth, $1.80 per 100 
sq. ft.; 12-mesh opal cloth, $2.10 per 
100 sq. ft.; 14-mesh opal cloth, $2.50 
per 100 sq. ft.; 16-mesh opal cloth, 
$2.85 per 100 sq. ft.; 14-mesh bronze 
cloth, $5.50 per 100 sq. ft.; 16-mesh 
bronze cloth, $6.10 per 100 sq. ft. 


is held by a tapered chuck, which acts by 
drawing the holding sleeve against the cor- 
ners of the square, thereby doing away 
with the usual light jaws. 

The Greenlee bit extension is also made 
in an extra heavy size to follow a 13/16- 
in. bit and to drive tools up to 2 in. in 
diameter. 

Both tools are nickel plated, excepting 
the square, which is lacquered green. They 
come packed in a neat leatherette case. 


Reading matter continued on page 60 
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q FULLY COVERED TRACK 
for Heavy, Medium and Light Doors 





“Glide” Track No. 111 


The original water-shed track. 
For large and heavy doors. 


*“Shedwel” Track 
No. 222 


For medium or light doors. 
Both of these tracks give complete weather protection. 
One piece construction; no joint bracket; no blocking; 
telescope, patented joints. All steel construction. 








No. 1 “Glide’”’ Hanger 
Flexible 


No. 2 “Glide” Hanger 
Adjustable 





SEMI-COVERED TRACK 
for Heavy, Medium and Light Doors 


These 3 numbers meet every demand for semi-covered 
track. _One _piece, all steel construction with patented 
telescoping joints; no joint brackets required; no blocking. 





“HI-LO” TRACK No. 666 
For Large and Heavy Doors 


“RUNWEL” TRACK No. 555 





For Medium Size Doors 


“ROLLAWAY” TRACK NO. 444 
For Small and Light Doors 








/ 





Why Stock a Dozen 
Numbers of Track 
When Five Will Do? 


With only Five (5) Numbers of Track Frantz 
Dealers can now easily meet the demand for 
equipment for any door—large or small—heavy 
or light. 


Think what this means! You have a minimum 
investment requiring a minimum of space. Yet 
from these five numbers your trade can easily 
select the correct and economical track whether 
of the covered or semi-covered type to fit light, 
medium or the heaviest weight of doors. 





From the famous “Glide,’—a track that has 
proven its ability to stand up under the most 
adverse conditions on the largest and heaviest 
doors—to the “Shedwel,” our newest track for 
medium and light doors, every number possesses 
characteristic Frantz reliability and ease of in- 
stallation. 


The number of types of Frantz Hangers neces- 
sary to meet every requirement is surprisingly 
small and each possesses exclusive, patented fea- 
tures not found in any other make. 


Minimum investment, liberal discount and 
rapid turnover combine to make this a highly 
profitable line of Hangers and Track. 


Write Dept. H-12 for a copy of the “How to 
Select the Correct Hanger and Track for any 
Door” Chart. It tells you how to quickly choose 
the right equipment for any particular size or 
weight door at a minimum cost. It is sent FREE 
on request. 


Frantz Manufacturing Co. 
Dept. H-12 Sterling, Ill., U. S. A. 


No Hardware is Genuine FRANTZ QUALITY Without the Red Label 


Door Hangers & Tracks 
In all Styles and Sizes 
Garage Door Fixtures 
In all Styles and Sizes 
Door Latches 
Door Holders 
Foot & Chain Boits 





Door Pulls 
Strap & Tee Hinges 
Ornamental Hinges 

Butts Hasps 

Sereen Door Sets 
Cupboard Catches 
Plated-Finish Hardware 
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The Warmer Weather in New York Territory 
Has Helped Sale of Some Merchandise 


NEW YoRK, June 19.—The much sought warm weather came to 
this territory last week, but at press time had not stimulated a great 


deal of genera] hardware demand. 


The steady warm weather of last 


week did, however, materially improve the demand for lawn rollers, 
garden hose, lawn mowers and a few other garden tools. There was 
also some improvement in the paint business, and those catering to 
the builders’ needs report a more active sale. 

Though copper and bronze wire cloth prices were advanced by 


manufacturers, local jobbers have not yet followed this 


advance, 


but, of course, may do so before this report reaches the reader. 
There has been a little more interest shown for electric fans, 
ice cream freezers, beverage-making equipment and the kindred 


hot weather specialties. 
Collections average fair. 





BATTERIES. — The Republican con- 
vention being broadcast throughout the 
country, stimulated a most active mar- 
ket for radio batteries. Water front 
towns continue to buy in fair quanti- 
ties, ignition type batteries. Prices 
continue unchanged, and local stocks 
are apparently adequate. 
JOBBERS’ QUOTATIONS TO. RE.- 


TAILERS, F.O.B. NEW 

Dry cells, No. 6, ignition type, 
4 No. 7111, same type, 35'%e. 
each 


Hercules, No. 6, 
each in lots of 

B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt No. 486, $3.59 each; 
units of 5, $2.33; New Layerbilt, No. 
on 53 each, in units of 5, $2.33 
each. 


BOLTS AND NUTS.—Normal demand 
with prices the same. Local stocks are 
ample. 
JOBBERS’ 4 tg le TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, 55 off list. 
bolts, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
- per cent off list; 1% to 1%, 30 off 
st. 
Coach screws, 
bolts, 60 per cent off list. 
50 per cent off list. 


BUTTS.—Jobbers continue to quote 
the trade on 3% x 3% steel butts 18c. 
per pair in case lots and for less than 
case lots 19c. per pair. 


CARPET SWEEPERS.—Demand con- 
tinues fairly active at steady prices. 
Local wholesale stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carpet sweepers, Standard, $3 each; 
Universal japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
; ncess, $4.17 each; 
$4.50 each; 


crore type, 23c. 


Cast 


55 off list. Cast 
Step bolts, 


and American Queen, 
Sterling, $2.10 each. 





— Auto models have been 
particularly active. Alarm clocks have 
had a moderate sale. Prices are steady 
and stocks satisfactory. 

JOBBERS’ QUOTATIONS a. RE- 
TAILERS, F.O.B. NEW YOR 

Alarm clocks, Big Ben, $2. ety same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird, luminous dial, 
Blue Bird, $1.22; Sleepmeter, 
Sleepmeter, luminous dial, 
American, $1.0 

Auto clocks, Sieben: plain, $1.76; 
same luminous, $2.46. 


CLOCKS. 


$1.76; 
$1.40; 
$2.10; 


FREEZERS, ICE CREAM.—Warmer 
weather has stimulated a very much 
heavier sale in this line. Prices are 
firm and not expected to change during 
the season. Local stocks are appar- 
ently adequate. 


JOBBERS’ QUOTATIO rs TO RE- 
TAILERS, F.0O.B. NEW RK: 
Acme freezers, 2 qt., nie 2 gal- 


vanized tapered, $8 per dozen; same 
enameled galvanized, $10 per dozen; 
4 qt., enameled-galvanized, $18 per 
dozen and pint size, Junior enam- 
eled, $4.80 per dozen. 

Arctic freezers, 1 qt., $2; 2 qt., 
» $2. 78: 4 a. $3.44; 6 qt., 
$5.55; 10 at., $7.40; and 


; 8 at.. 
Prices are each and 


12 aqt., $8. 33. 
NET. 


Auto vacuum freezers, No. 1, $2.33; 
No. 2, $2.67; No. 3, $3.33; and No. 4, 
$4. Prices are each and NET. 

Gasco Effortless freezers, 
a 


$2.67 


erybody’s ae ord freezer, 1 pt., 

$3. ri 1 qt., $4.50; 2 qt., $6; 3 qt., $7; 
and 4 at., $8. ieee are LIST prices, 
per each, and are subject to a deal- 
ers’ discount of 30 per cent. The 
Everybody’s freezer is gray enameled. 

Peerless freezers, cottage special, 2 
qat., $1.50 each NET. 

Pe Py Mountain freezers, 

43; 
4.13; 6 at., ” $5. 23: 
$9; 12 qat., $10. 78; sg ‘at., 
qt., $16.80. Prices are each and NET. 


NAILS.—Moderate demad, prices fair- 
ly even and satisfactory stocks are re- 
ported. 


JOBBERS’ auoTaToNs ne RE- 
TAILERS, F.0O.B. NEW Y 
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Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 10d, $3.75 per keg. 
Common wire nails, galvanized, 4d, 
$6.75 per keg; 6d, $6.50 per keg; 8d, 
$6.35 per keg, and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, 
galvanized, 4d, $7.45 per keg; 6d, 
$6.85 per keg; 84, $6.60 per keg, and 
10d, $6.50 per keg. 


OIL COOK STOVES.—This line is par- 
ticularly active on Long Island and in 
North Jersey towns. Among the sum- 
mer bungalow colonies there has been 
an exceptionally good business. Prices 
are not expected to change in this line, 
and stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Perfection oil cook stoves, No. 339 

full white porcelain enamel, 4 stand- 
ard. 1 Giant Superflex burners, built 
in oven with white cabinet, $140; 
74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove only, 
with white cabinet, $41.50; with black 
cabinet, $36.50; same with 3 burners, 
$22.50, $33 and $29; same with 2 burn- 
ers, $17.50 for stove alone and with 
black cabinet, $22.75. 

These are list prices subject to a 
discount of 30 and 5 in lots of 10 or 
more and for lots of less than 10, 30 
per cent off list. 

Nesco oil cook stoves, No. 500, $56; 
No. 400-L, $38.50; No. 400-R, $38.50; 
. 212-1102, with high shelf, $15.93; 
No. 213-1103, with high shelf, $19.95; 
No. 214-1104, with ae shelf, $25.20; 
Nesco ovens, No. $1.50; No. 10, 
$2.63; No. 20, $3.15; aa No. 301, $4.48. 
NESCO prices are NET. 

Coleman camp stoves, No. 2, $8.50, 
and No, 9, $6.25. Coleman Gipsy camp 
stove, $4.70. 

Coleman Air-O-Gas stoves, No. 322, 
$76; No. 323, $17.60; No. 324, $26; No. 
325, $30; No. 326, $16; No. 327, $19; 
No. 328, $48; No. 329, $35; No. 330, 


C@LEMAN prices are each and 
NET. 


ROLLER SKATES.—With the closing 
of school at the end of the month the 
trade expects an active demand with 
prices unchanged. Stocks:are appar- 
ently in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, extension, web heel 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
2l%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, lic. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c. 
per pair. 


SASH CORD.—Prices have again been 
advanced by the majority of local hard- 
ware jobbers. Those not announcing 
advances this week are expected to do 
so very shortly, and so we are print- 
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OBBERS tell 


they find a big 
field for ADDI- 
TIONAL PROFIT 


without increased 
overhead or expense 


IN 
SELLING 


Your own SPE- 
CIAL BRAND, 
Grey or Red 
Tubes. All over- 
size—at prices 


the complete 


EMPIRE LINE 


us 


and 


including 
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that enable you 
to meet all com- 


petition. 









MECHANICAL 
RUBBER GOODS 











QUALITY 
FOR 26 YEARS 











If you sell Tires and Tubes—you ought to sell 


LINE 


Use the coupon or write at once to 


EMPIRE TIRE & RUBBER CORP. 


TRENTON, N. J. 
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ing a range of prices which are repre- 
sentative of local offerings. The de- 








HARDWARE AGE for JUNE 21, 


| demand for this line. No changes in 


| price are expected, and local wholesale | 


mand is fairly good, and stocks are | 


adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Sash cord, Samson spot No. 8, 65c. 





to 67c.; Aetna No. 8, 28%c. to 30%c.; 
and Phoenix No. 8, 37%c. to 39'%c. 
No. 7 is le. higher and No. 6 is 


3c. higher on all brands. 


SCREENS.—Becoming very active in 
this market. Prices are firm and not 
expected to change during the season. 
Local wholesale stocks are ample. 
JOBBERS’ QUOTATIONS TO RE. 


TAILERS, F.0O.B. NEW YORK: 

Window screens, Diamond E, all 
metal frame, with Opal galvanized 
wire cloth, No. 14 mesh, No. 1, oy 
No. 2, $10; 7 3, $12; No. 4, $14; No 
5, $12; No. $14; No. 6. 


Diamond * Liberty golden 
bronze wire cloth, No. 16 mesh, No. 
11, $12; No. 12, $14; No. 13, $16; No. 
14, $18; No. 15, $16; No. 16, $18; No. 
17, $20. 

Diamond E 
dozen. 

Liberty 
galvanized wire cloth, No. 
No. 21, $6.80; No. 23, $9.20; No. 
$10; No. 26, $10.80; No. 27, $12. 

Liberty Brand with bronze wire 
cloth, No, 16 mesh, No. 31, $10; No. 
33, $12.80; No. 34, $14; No. 36, $14.80; 
No. 37, $16. 

Liberty Brand screens are net per 
dozen. 


SCREWS.—Moderate demand reported 
with prices steady, and local stocks sat- 
isfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 

Wood screws, flat head, bright 
iron; 50-10-10; round heads, blue, 45- 
10-10; round head, iron, nickel plated, 
27%-10-10; flat head, galvanized, 20- 
10-10; flat head, brass, 45-10-10; 
round head, brass, 40-10-10. These 
discounts apply to new _ standard 
screw lists. 

Machine screws, flat and round 
heads, brass and iron, 70 per cent off 
list. 


prices are net per 
Brand, all metal screens, 
14 mesh, 


24, 














SPARKLET SYPHONS.—The warmer | 


weather has stimulated a very active 


Eversharp Safety Grass Cutter 


Brooklyn Metal Stamping Corp., 718 At- 
lantic Avenue, Brooklyn, N. Y., is manu- 
facturing a grass cutter which uses dis- 
carded safety razor blades for a cutting 
edge. The Eversharp Safety Grass Cut- 
ter, as it is known, cuts with little effort 





and the company states that with this tool 
a job can be completed in one-half the 
ordinary time. 


| secure the proper cutting angle. 
| sharp cutter is compact, 


stocks are apparently adequate. 


JOBBERS’ eg fae mi RE- 

TAILERS, F.0O.B. NEW Y 

Sparklet syphons, No. ae $1.25 
each; in lots of six or more, $4.00 
each. Sparkers, 9 7/12c. each, packed 
in cartons of one dozen. Sparklet 
syrups, 50c. per pt. bottle. 

Extra parts, pin washers, 15c. each; 
piercing pins, 15c. each; tubes and 
washers, 50c. each; tube washers, lic. 
each; head, complete, $2.00 each, and 
Sparker holders, 50c. each. 


SPRING GOODS.—Lawn mowers and 
garden hose and lawn rollers are 
among the mose active spring goods. 
The entire line has been reasonably ac- 
tive, and re-orders received by whole- 
salers have been very encouraging. No 
price changes are expected and no 
shortages are reported. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. NEW YORK: 
Garden Hoes 
Ladies’ garden hoes, 6 in. forged 


steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 
19 gage, polished and bronze socket 
shank, 4% ft. handle, 93c, each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
814%c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 8%c. each. 


Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 86c. each; 
scuffle type hoes, 8lc. to 92c. each. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 


9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 

Mortar hoes are packed 12 in a 
bundle. 

Steel Rakes 

Light weight, black finish, ash 
hand!te, 12 teeth, 46c. each; with 14 
teeth, 50c. each; with 16 teeth, 51%c. 
each. 


nick or become dull, a new blade can be 
easily inserted. The handle, which can be 
folded up when the tool is not in use, can 
also be adjusted so that the individual can 





The ever- 
light in weight, 


| has a good balance and a strong handle. 


A Folding Walker-Stroller 
A folding baby walker and stroller is 


now offered to the trade by the Reading | 


Sheet Metal Products Co., Reading, Pa. 
This product can be folded and carried 


| upon the arm, for it is exceptionally strong 
| and light weight. 


If a portion of the cutting edge should | 


Reading matter continued on page 64 


To use as a stroller the handle is easily 
attached and the foot rest is put in place. 
When it is desired to he used as a walker 
the footrest and handle are removed, al- 


1928 





| 


| 





| 





Medium bronze finish straight 
teeth, 5 ft. ash handle, 12 teeth, 
Tic. each; 14 teeth, polished, 83%%c. 
each; 16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.09 each; with 14 teeth, 
$1.02 each. 

Rakes packed 6 in a bundle. 


Cultivators 

Floral cultivators, adjustable 3 

forged steel prongs, malleable iron 

socket enamel finish, 4 ft. ash han- 

dles, 60c. each; same with 5 forged 

steel adjustable prongs and 4% ft. 
ash handles, 85\%4c. each. 
Packed 6 in a bundle. 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handles, 5 round 
tines, $1.03 each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 964%4c. each. 

. These are packed 12 in a bundle. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.89%4 each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 
ft. ash handles, 4-12 in. tines, $1.56 
each. Same, with 5-12% in. tines, 
$1.90 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dles, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure 
forks are packed 6 in a bundle. 


Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handles, $1. —? each, and with 6 ft. 
bent handles, $1.39 each. 


Hay forks are packed 12 in a 
bundle. 
Five per cent off all prices on 


spring goods in bundle lots. 
Lawn Rollers 


Dunham's waterweight rollers, No. 
2, $9 each; No. 4, $10.76 each. 


Hose Reels 


Donley all metal No. 2, $1.55, and 


No. 10, $2.50 each. 


lowing the baby to propel itself in any di- 
rection. 

The frame work is of band steel. The 
seat and 4oot rest are made of tan col- 
ored canvas duck which is soft and pliable 
and can be easily removed, washed and 





replaced, as there are no metal hooks or 
fasteners. The framework has a baby 
blue oven baked enamel finish. 
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Selling Him a Pair of Pliers 





An extensive national campaign is 
educating the mechanic to use the 
finest pliers — Kleins — standard 
“since 1857.” This national cam- 
paign means more sales for you. 
Tie up with it by featuring the 
Klein display board. 


Every man who comes in your store is a pros- 
pect for pliers. Electricians—carpenters— 
mechanics—all realize that the finest work 
demands the finest in tools-—-to them the name Klein means the finest in 
pliers. The familiar Klein display board should be on your counter. It will 
help you sell Klein pliers and will mean an additional profit for you if you 


are not already displaying Kleins. 


MATHIAS KLEIN & SONS 


3200 BELMONT AVENUE CHICAGO 


Mathias KET h 


Established 1857 
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More Opinions on 





The Guarantee of Tools 


Continuing the open discussion on the subject of the guarantee of 
tools, HARDWARE AGE presents the following letters: 


Requires Education 


66 1 saeew is a delicate and very im- 

portant subject, and I will en- 
deavor to give you my personal 
opinion. The manufacturers’ stand 
that they have taken in regard to 
guarantees and adjustments on the 
part of their merchandise is 100 per 
cent and, in many instances, as they 
are well aware, this has been abused 
on the part of the retailer and also 
consumer. I believe it would be a 
serious matter to discontinue re- 
placements and guarantees as a large 
part of the blame would be placed on 
the retailer, by the consumer, even 
though it would have been done un- 
justly. 

“Rather than to discontinue the 
guarantee, I would suggest the 
manufacturer make considerable ef- 
fort to instruct the retailer as to just 
what liberty he may take. I have 
sent to the manufacturer for some 
replacements on some guarantees, 
and in every instance endeavor tec 
explain the situation as it is, and I 
believe in leaving it to their judg- 
ment, which has been very liberal in 
adjustments. 

“But before sending the article for 
replacement I would explain to the 
customer whether I thought it was 
a fair adjustment, and often times, 
when I thought it was not a fair ad- 
justment they were asking for I 
would tell them in a tactful way, re- 
ferring to the manufacturer. But in 
a case of this kind I would write a 
letter something like this: Mr. Man- 
ufacturer, We are returning 
article which our customer wishes 
replaced, but use your own judgment. 
A letter of this kind satisfies a cus- 
tomer, and, at the same time, does 
not obligate the manufacturer in any 
way. Where, if the customer is en- 
titled to an adjustment, we write a 
letter to the manufacturer, stating 
that we desire replacement. 

“This may not be the opinion of 
all hardware dealers, but I do be- 
lieve this is a fair way to look at it, 
and it is fair for all concerned.” 

(Signed) M. H. LucE, 
M. H. Luce Hardware Co., 
Dunkirk, N. Y. 








Subject Should Be Studied 


“IT is quite out of the question, in 


the writer’s opinion, to guarantee all | 
small tools, and the jobbers and deal- | 


ers seem to have very little concep- 


tion of what is fair and right when | 
they return tools which are retailing | 


for twenty-five cents, fifteen cents, 


and even as low as ten cents, and ask | 


the manufacturer to replace them if 


they are broken or have been used | 


up and worn out. 

“We are well convinced that some 
mechanics purposely put tools like 
screw drivers out of business for the 
sake of getting a new tool. This, of 
course, is when they know that the 
tool is sold to them under a guaran- 
tee and they want to take advantage 
of it, and take advantage of the dis- 
tributer and the manufacturer. We 
do not believe that there is a large 
percentage of such mechanics, but 
there are some, unquestionably. 

“Now all of these things tend 
toward high and additional costs for 


both manufacturer, jobber and deal- | 


er. 

“We have very careful attention 
given to the matter of returned 
goods, and we require every single 
defective item which | a jobber 
charges us for to be sent back to us 
regardless of where it may be, 
whether it’s in Shanghai, China; Jo- 
hannesburg, South Africa, or South 
Norwalk, Conn. We want to see 
what the defect is. We want to profit 
by that knowledge and we are will- 
ing to pay the expense in connection 
therewith. 

“We are of the opinion that the 
manufacturer, the jobber and the 
dealer should get together and study 
this problem, and study it thorough- 
ly, for the abuse of guarantees is, we 
believe, growing and can be more 
intelligently handled if the manufac- 
turers and the distributors can work 
together in an intelligent way.” 

(Signed) Harry B. CurTIS, 
Treasurer, 
The Bridgeport Hdwe. Mfg. Corp., 
Bridgeport, Conn. 


Suggests Careful Study 


“INSOFAR as 
our firm is con-: 
| cerned, we find an 
| occasional tool re- 
turned which is de- 
fective. However, 
the percentage of 
defective tools in 
| comparison with 
the tools which are 
not defective and 
are replaced, _ is 
most certainly out 
of all reasonable proportions. Inso- 
far as we are concerned, we attempt 
| to protect the manufacturer, and use 
careful discretion in the replacement 
of all tools returned to us by the 
original consumers. 

“We feel that while a tool is guar- 
anteed insofar as the manufacturer 
is concerned, and in view of certain 
hardware jobbers or retailers taking 
advantage of this guarantee, the sum 
total might be somewhat unreason- 
| able, yet if the manufacturers would 

educate, and refuse to accept tools 
| which are worn out or destroyed due 
| to the fact that they are put to uses 
| for which they are not intended, the 
| manufacturers, jobbers, retailers and 
consumers might all be most agree- 
| ably satisfied. 

| “We might point out that in our 
| business the same condition exists 
| with other commodities besides tools. 
| We might mention the fact that we 
| have had no end of trouble with the 
guarantee of automobile tires. How- 
ever we have used a fair argument 
with all our customers, and explained 
in a case where a customer might 
have thought he had a reasonable 
adjustment coming to him on a tire, 
the fact that it had been stone 
bruised or cut in some way or other. 
“Possibly a little more careful study 
and interpretation by the clerks who 
sell these various commodities would 
do a great deal to improve protec- 
tion to the manufacturers and job- 
bers, etc., on the guarantee problem 
of tools and other various articles.” 
(Signed) E. H. SPINNEyY, President, 

E. K. Spinney, Ltd., 





E. H. SPINNEY 


| 
| 
| 
| 
| 
| 
| 











Yarmouth, Nova Scotia, Canada. 
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STEERHEAD 
— Bends —Strips—Taps— 


Made from the best packer 
hides obtainable. A firm, 


plump leather, uniform in color. 


Selections never vary | 


Play safe with Steerhead 


THE UNITED STATES LEATHER SELLING CORP. 
New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


NOTHING TAKES THE PLACE OF LEATHER 
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“That’s what I call getting out of a tight 
place,” said the world traveler as his train 
pulled out of Edinburgh. 


“And, young man, what did you do for 
your school ?” 

“I was the dot on the ‘i’ in the Ohio 
State Band.” 


A guest of a small Southern hotel was 
awakened early one morning by a knock 
on his door. 

“What is it?” he called drowsily without 
getting up. 

“A telegram, boss,” responded a Negro’s 
voice. 

“Well, can’t you shove it under the door 
without waking me so early?” 

“No, suh,” the darky answered, with his 
nind on a tip, “it’s on a tray.” 

She—“It’s nearly six weeks now since 
baby was born. Have you told the regis- 
trar yet?” 

He—“If the registrar lives anywhere 
within ten miles’ radius, he’ll know al- 
ready.” 

Farmer Perkins—“I’ve got a freak over 
on my farm. It’s a two-legged calf.” 

Farmer Brown—‘I know it. He was 
over to call on my daughter last night.” 


Parson—“You love to go to Sunday 
school, don’t you, Robert?” 

30bby—“Yes, sir.” 

Parson—“What do you expect to learn 
today?” 

Bobby—“The date of the picnic.” 


Boarding House Conversation—“My 
plate’s wet,” remarked the complaining 
man. 

“Hush,” whispered his wife. 


you see that’s your soup?” 


“Can't 





Young Lady (on first visit to Western 
ranch)—‘“For what purpose do you use 
that coil of line on your saddle?” 

Cowpuncher—“That line, you call it, 
lady, we use for catching cattle and 
horses.” 

Young Lady—“Oh, indeed! Now may 
I ask, what do you use for bait?” 





Young Lady Motorist—‘It’s snowing and 
slecting and I’d like to buy some chains 
for my tires.” 

“I’m sorry—we keep only groceries.” 

“How annoying! I understood this was 
a chain store.” 


Now comes the season when a man who 
gets mad at his wife can go to the ball 
park and yell at the umpire. 

Little Edgar didn’t realize till he got 
home and unwrapped his purchase that his 
mother had bought him a two pants suit. 

“Look, mamma, look,” he cried. “That 
man threw in a spare.” 





“I'm a little stiff from bowling,” said 
the salesman as he eased himself into a 
chair. 

“IT don’t care where you come from,” 
snapped the big busy buyer. ‘‘What have 
you got to sell?” 


Young Husband to Nurse—“Quick, am 
I a father or a mother?” 


“Pa,” said little Gertie Grotich, “what is 
your birthstone?” 

“The grindstone,” said Grouch with a 
nasty look toward his wife. 


Flapper (who has been studying Span- 
ish history at school)—‘“Just think of it, 
mother. Those Spanish mariners used to 
go three thousand miles on a galleon.” 

Mother—‘Yes, dear, but your father 
says you can’t believe all you hear about 
those foreign cars!” 


Geography Teacher—“Is Pittsburgh an 
American city?” 

Pupil—“No, ma’am, they play in the 
National League.” 


Teacher—‘“Surely you know what the 
word ‘mirror’ means, Tommy. After you’ve 
washed, what do you look at to see if your 
face is clean?” 

Tommy—“The towel, ma’am!” 


oT of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


“Some of them \ 
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An Aberdonian and a Yorkshire man 
foregathered in Hull. They discovered 


| they were both thirsty, but naturally 


neither of them had any money. A bright 
thought struck the Yorkshireman. “I know 
a barmaid who is very forgetful. If you 
engage her in conversation, she can’t re- 
member being paid or not. I'll go in and 
see if it’ll work.” 

In he went, and in a short time he came 
out to find Jock patiently waiting. “Weel, 
hoo did ye get on?” “Fine, Jock, you try 
it on.” In Jock went, and after ordering 
his glass of whiskey, he engaged the bar- 
maid in an interesting conversation, and 
after ten minutes had passed he casually 
remarked: “Ah, weel, I’ll hae to be going. 
Whit aboot my change?” 


“Listen,” remarked the exasperated 
driver over his shoulder, “Lindbergh got 
to Paris without any advice from the 
back seat.” 


He was young and just out of college. 

“Nothing in all this world,” said he, “is 
impossible if real and sustained effort is 
made.” 

“Did you ever,” asked his father, “watch 
two cross-eyed men trying to look each 
other straight in the eye?” 





He had been trying all the evening to 
summon the courage to tell her. It was 
a thing that really required a great deal 
of intrepidity. She was his ideal. Slim, 
brown-eyed, beautiful golden hair. As he 
gazed at her he finally made up his mind. 

“Darling,” he said, “I love you. If I 
asked you to be my wife, what would be 
the outcome?” 

“It depends,” came the reply, “very 
much on the income.” 


She came home with her hat on one side 
and her clothes all crushed looking. 

“Looks as though she’s been knocked 
down by a motorist,” said one neighbor 
sympathetically. 

“Or picked up,” said another thought- 
fully. 








5 Aid 
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by the keenest 
buying brains in the country 


CASH TO KEEP 
No Refunds 


' It is well to remember that the rivets of 
our manufacture “stay sold.” Your cus- 
tomers make no returns for refunds, be- 
cause our rivets drive easily and clinch 
smoothly. Stock up on every size. For 
repeat business, first sell quality. Leave 
price to the quibblers. 


KHAKI 


TUBULAR RIVET & STUD 
teem COMPANY 


Joast Represe 
seal Giada B O S TO N 


San Francisco, California 
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Silence 


says more than a 
million words 


People judge a swinging door not by the way 
it sings—but by the way it swings. They have 
learned to judge outside quality by the reputa- 
tion of its working features. 


Many people know the name “Allith” as the 
favorite in the building field. To these, the 
name “Allith” is sufficient. Others may not 
know “Allith,” so to put their minds at ease, 
we tell them— 


Allith 3100 
Floor Hinge 


(Patent Pending) 


has carefully machined and hardened moving parts to 
insure smooth, easy operation and long wear. That 
all fixed parts are rigidly connected. Ball race serves 
as bushing—prevents wear at vital points where frame 
revolves on post. Ball bearings support the door and 
absorb the spring thrust. Operate in an enclosed steel 
ball race. Protected from dust and moisture. Side 
plates measure 2% by 9% inches. All parts are rigidly 
assembled. Long wearing hinge that won’t work 
loose. Best oil tempered steel wire compression 
spring. Large diameter, smooth and positive. Plunger 
has a rolling sliding action against roller bearings. 
Fits either right or left hand openings. Holdback 
keeps door open at a 95° angle. It’s a pleasure to sell 
—and simple to install. And once in the door you 
never hear from it again. Every hardware dealer 
should have the A-P catalog as a handy reference 
guide to better building and garage door hardware. 


Allith-Prouty Company 
DANVILLE, ILLINOIS 


Manufacturers of 


Garage Door Hardware Spring Hinges Door Hangers 
Fire Door Hardware Overhead Carriers Rolling Ladders 


Manufacturers of the finest line of Garage Door Hardware 








About Robots—Mechanical and 
Otherwise 


(Continued from page 27) 


ing under the trees, I came upon a beautiful statue of 
a sitting woman. It was a bronze. The figure had 
been arranged on a bench under a tree, just as if she 
were sitting there resting and thinking. This statue, 
in its natural beauty, was very impressive. {@ do not 
remember who the woman was, but she had a lovely face. 
Around her the nurses pushed the baby carriages and 
the children played. How much better to have a statue 
in such an environment than high up on a tall monument 
or out in a cemetery where very few people ever see it? 
Why wouldn’t it be better for all of us, instead of erect- 
ing monuments in cemeteries, just to have a headstone 
in the cemetery, while we place an artistic figure in some 
spot where the living people of the city pass their lives 
and where the artistic beauty of the monument can be 
seen by hundreds and appreciated by them? 


Gardens and Bungalows Atop Skyscrapers 


There are some very strange things about this neigh- 
borhood where I spend my days. I met one gentleman, 
who is the head of a large corporation. He asked me 
if I would have luncheon with him. I called at his 
office. Instead of going down to luncheon, we took the 
elevator up. We stepped out of the elevator and found 
ourselves on the roof of one of the tallest buildings in 
New York. The view of the Hudson River and the 
East River, of the city and of the shipping was 
magnificent. Then on the roof of this building, this 
gentleman had a bungalow. It was a complete house- 
hold in every detail. There was a drawing room and 
a library. Surrounded by small trees in tubs, we stood, 
before luncheon, and enjoyed the view. Around the 
bungalow was a beautiful flower garden. 

My host has his home on Long Island, but he main- 
tains his bungalow on the top of his office building, so 
he will have a place to hang up his hat when he stays 
in town over night. “This is modern living,” I said 


| to myself, “up to the last minute.” 


Romantic Modern Business 


Then on another occasion, in this neighborhood, I was 
invited to a business conference. When I was shown 
into the office of this corporation, I found the ceilings 
some twenty feet high. The windows were draped with 
long curtains. There was a heavy carpet on the floor. 
There were no desks in sight. Along the center of the 
room were several very large heavy tables, on which 
were lamps, magazines and books. Around the room 
were handsomely upholstered easy chairs and lounges, 
but, strangest of all, around the walls were life-sized 
portraits of American statesmen. When we sat in the 
easy chairs, there was not the sound of a typewriter. 
There were no papers in sight. You would have sup- 
posed that you were in the ancestral hall of some old 
estate in England. 

While I waited for the business conference, I studied 
these pictures. They were all of the Colonial type, and 
it was interesting to observe that all of the pictures had 
conventional feet. By that I mean that the painter had 
painted all of their feet just exactly alike. This inter- 
ested me, because I had read somewhere that the painters 
in the Colonial days devoted all their time and attention 
to the face and to the upper part of the figure, so that 
when they came to feet, they just painted one man’s legs 
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American Steel & Wire Co. 



















The harder the quality of 
steel used in making nails 
the better they are ++ + and 
this fact accounts for the 
outstanding superiority of 
American Steel 8 Wire 
Company’s nails. 

Examine one of our nails. 
Note its clean, sharp point, 
the firm set head show- 
ing ample metal, the well 
punched barbing, the ac- 
curate gauge, and above all 
test that which does not 
appear at first glance—the 
great strength of the steel 
that holds straight in driv- 
ing according to the work 
for which intended. 


SALES OFFICES 


CHICAWU - 208 So. La Salle siret sai WAKE cITY Walker Bank Bidg. 
ELAN - Rockefeller Building NEW YORK 30 Church Street 
ANATI ~ ‘Union Trust Bullding PITTSBURGH - - -— 

Cc - on Tru 
MINNEAPOLIS—ST. PAUL - - - PHILADELPHIA -_ Widener Building 
Merchants Nat’l Bank Bidg., St. Paul ATLANTA - - 101 Marietta Street 
8T. LOU 506 Olive Street WORCESTER - - 94 Grove Street 


- 670 Ellicott Street 


KANSAS CITY - ait Grand Avenue BALTIMORE - 32 So. Charles St. 
0 A CITY BUFFALO 


UFF. 
rst Nat'l Bank pide. WILKES- BARRE - Miners ant 


Fi 
BIRMINGHAM -  Brown-Marz 
MEMPH 


*8 FRANCISCO Rus 
ee ie Oe Le *LOos ANGELES 2087 gE. Slauson Ave. 
TTT Nicol 


- 1 Planters Bank Bi *PORTLAND jai St. 
DALLAS” rs an Butidine "SEATTLE 4t th Ave. 80, & Conn. St. 
DENVFR First National Bank Bide. *United States Steel Products Co. 

















What one jobber told 


his salesmen about 







Clarinda selling points 


“Tn placing this line with our salesmen we 


under all conditions. 


3rd. 
5 or 5% reel. 


stressed the following points: 


Ist. Single screw adjustment, a feature not con- 
tained in other mowers. 








2nd. Extra tie bar, which keeps the mower rigid 






6” Reel, whereas other manufacturers use 


4th. Crucible Steel Bottom Knife with raised edge, 


which is self-sharpening, and is screwed on, making 


replacement easy if necessary.” 


Before taking on the Clarinda line this Job- 


ber usually sold about 300 lawn mowers per 
year. Up to April 19 this year he has sold 
about 800, and no doubt many dealers will 
order more of certain sizes before the season 
is over. Judge for yourself. 


Our Jobber proposition is worth sending for. 





SOME OF THE 
FEATURES 


Patented 
Blade Adjust- 
ment 
Adjustable Ball 
Bearings 
Self-Sharpening 
Specially Tool 
Tempered 
Knives 


Double Cross 
Bars 


Simplicity 
Throughout 
NOT HIGH 

PRICED 


Lawn 
_ Mowers 














to Adjust 


With the Clarinda Patented 
Blade Adjustment, you have 
only a single set-screw to 
turn — no counterbalancing 
screw to tighten or loosen as 
in the case of the ordinary four 
screw type. Adjustment i quickly 
made with a common wrench. 








Manufactured by 


Clarinda Manufacturing Co. 


Clarinda, Iowa 








aaietiiiens 
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: |ARTADE <::. TOYS ; 





HARD-WEAR 


CAST 


IRON 





“Doll House Furniture” 












“They 
Look Real” 


——$—__. 


Toy 
Ford Weaver 
Wrecker 





FOR 
HARDWARE 
STORES 


Toys are as much a hardware item as 
hammers, saws and nails. 

An item that will bring in profit while 
the others are standing on the counter. 
Arcade Toys are especially adaptable 
because they are made of cast iron, hard 
to wear out, and are finished in brilliant 
baked enamels. 

Each toy is a realistic miniature of the 
item it represents. Each is a treasure for 
some little child. 


Nationally 


Advertised 
HARDWARE 


ARCADE ="Tavs 


Write us for Catalog -- Ask your Jobber for Prices 


ARCADE MANUFACTURING CO. 
FREEPORT. ILLINOIS 
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and feet just like any other man’s legs and feet, and 
so it was with these paintings in this room. I wonder 
how many people ever have noticed it. 

It is certainly pleasant to talk business amid such 
surroundings. Somehow one is impressed at such a 
meeting with the tremendous far-reaching power and the 
many ramifications into all parts of the world of some 
of our very great corporations. But most of the talk at 
these meetings is about men—about getting the right 
kind of men to handle some of these great enterprises. 


| Organization and system are all right as far as they go, 














| instrument was tuned up. 


but back of them must be the right kind of men. Just a 
few words, and great deals, involving hundreds of thous- 
ands of dollars are settled. Seeing these things, one 
cannot help but be impressed with the romance of 
modern business. 


Nine Holes of Golf at Lunch “Hour” 


There is another funny thing about where I work 
every day. My telephone rang. A voice said, “Say, old 
man, you are working too hard. Come over and play 
nine holes with me. You can play nine holes, have lunch 
with me and be back in your office in two hours.” Well, 
what do you think of that—to be right in the heart of the 
financial district of New York, be able to play nine 
holes of golf, have lunch and be back at your desk 
in two hours! Queer, isn’t it? 

But my friend happens to be a Colonel in the United 
States Army. He is over on Governor’s Island, and 
almost in the shadow of our building. There is an 
army ferry that will take you over there in ten minutes. 
In other words, I can leave my office in New York and 
be playing golf, if I strike the boat just right, within 
fifteen minutes from the time I leave my desk. Can you 
do this anywhere else in the United States? 


Can You Beat It? 


Another man, the head of a great corporation, has a 
bungalow on the roof of his office building. This man 
is a crank on fresh air. He undresses and goes to bed 
in a room in his bungalow. When he is comfortably 
fixed on his pillow, he presses an electric button. A 
pair of doors in the side of his room slide open and his 
bed slides out under a canopy on the roof. . The doors 
close. In the morning he presses another button, the 
doors open and the bed automatically travels into the 
room with him on it. The doors close and he proceeds 
with his toilet. Can you beat that? 

ok * * 


Now, these things I am telling you about are not pipe 
dreams. They are just some of the queer things about 
downtown New York. 

* 


Just one more thing that may interest you: In the 
cellars of the Federal Reserve Bank are tons and tons 
of gold and silver. The rooms where this bullion is 
stored are far down below the surface of the river. If 
there should be a riot and the Federal Reserve Bank 
should be attacked, all they have to do is to press a button, 
the pipes open and in a few minutes all the gold and 
silver will be flooded with water several feet deep. 

But the queerest thing of all to me in this strange age 
in which we live is the story I have heard that a small 
radio set was taken down into one of the vaults of the 
Federal Reserve Bank. This vault is far down beneath 
the surface of the streets. It is surrounded by thick 
walls of steel and then by solid walls of granite. The 
doors of this vault were closed. Then this little radio 
Immediately it reproduced 
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music and speeches, just as if it were on the surface. 
Stop and think what this means! These sound vibrations 
were passing through many feet of earth, granite and 
wy To my mind this is one of the strangest things 
of all. 





The Legal Rights of Trade Associa- 
tions with Respect to Price 
Competition 
(Continued from page 36) 


The importance of this decision as constituting a basis 
for the correction of cutthroat competition cannot be 
exaggerated. It has established a new landmark for the 
guidance of businessmen and has given a new and greatly 
enlarged charter of rights to trade associations, 


This decision declared that in furtherance of the in- 
telligent conduct of business, it is lawful for businessmen 
through their trade associations to gather statistical infor- 
mation, in the manner stated by the court, as to prices in 
past transactions, production, stocks of merchandise and the 
like, and to disseminate the same among the members of 
such associations, and, furthermore, that it is lawful for 
the members of such associations to meet together and to 
discuss the information thus gathered and disseminated. 


The court also made the following important declaration: 


“It is not, we think, open to questicn that discussion of 
pertinent information concerning any trade or business tends 
to stabilize any trade or business, and to produce uniformity 
of price and trade practice. Exchange of price quotations 
of market commodities tends to produce uniformity of prices 
in the markets of the world. Knowledge of the supplies of 
available merchandise tends to prevent overproduction and to 
avoid the economic disturbances produced by business crises 
resulting from overprcduction. But the natural effect of 
the acquisition of wider and more scientific knowledge of 
business conditions on the minds of the individuals engaged 
in commerce, and its consequent effect in stabilizing produc- 
tion, and prices can hardly be deemed a restraint of com- 
merce, or, if so, it cannot, we think, be said to be an un- 
reasonable restraint or in any respect unlawful. 

“Tt is the consensus of opinion of economists and of many 
of the most important agencies of government that the public 
interest is served by the gathering and dissemination in the 
widest possible manner of information with respect to the 
production and distribution, cost and prices in actual sales 
of market commodities, because the making available of such 
information tends to stabilize trade and industry, to produce 
fair price levels, and to avoid waste which inevitably attends 
the unintelligent conduct of economic enterprise. Free com- 
petition means a free and open market among both buyers 
and sellers for the sale and distribution of commodities. 
Competition does not become less free merely because the 
conduct of commercial operations becomes more intelligent 
through free distribution of knowledge of all the essential 
factors entering into the ccmmercial transaction. General 
knowledge that there is an accumulation of surplus of any 
market commodity would undoubtedly tend to diminish pro- 
duction, but the dissemination of that information cannot 
in itself be said to be restraint upon commerce in any legal 
sense. The manufacturer is free to produce, but prudence 
and business foresight based on that knowledge influences 
free choice in favor of more limited production. Restraint 
upon free competition begins when improper use is made of 
that information through any concerted action which oper- 
ates to restrain the freedom of action of those who buy and 
sell. 

It was not the purpose or the intent of the Sherman Anti- 
Trust Law to inhibit the intelligent conduct of business op- 
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# SOLDER USERS 
: ma “Will See Ads 


“Like This in 


THE SATURDAY 
EVENING POST 


ov 
anne cst 


Another reason why 
You should stock 


TOTAN 


SUPER SOLDER 


For easy, over-the-counter sales—stock LOTAN 
—the new, household super-solder every home 
will be using—a better solder with a wider range 
of usefulness. 


LOTAN is put up in attractive 
two color counter display car- 
tons—a dozen cans to the car- 
ton—and in unique, two color 
self selling display boards— 
two dozen cans to the board. 
The household can retails for 
25 cents. You merely hand 
over the can and that’s all—a 
quick, easy, 25 cent sale. No 
wrapping, measuring or cut- 
ting necessary. 

LOTAN means new convenience in mending. No 
acid or other flux needed. 
Makes joints in half the time. 
Goes twice as far. A clean, 
smooth, silvery joint in 35 sec- 
onds. The flame of a match 
or candle all that is needed. 





Send for complete descriptive 
literature describing special 
counter display cartons and 
boards) DO IT TODAY. 
Use coupon below. 


SIMPLEX FLUX & SOLDER CO. 


of America 





1967 E. 66th St. Cleveland, O. 


New Lotan Method for bronze welding cast iron. 
Special fluxes for brazing and welding other metals. 
Write for booklets. 
SSS SS SSSR BTS BTS SSS eee eee 
Simplex Flux & Solder Co. of America 
1967 E. 66th St., Cleveland, Ohio 
Gentlemen:—Please send me details of your counter display cartons 
and boards and dealer’s prices. 
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The “Ajax” 


REVERSIBLE BEVELED SIDE PLATES 





Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball bearing for carrying the weight of the door. 

The reversible beveled side plates present a 
ne and neat appearance when applied to the 
oor. 

Send for Catalogue No. H 42 


~~(CHICAGO)— 
SPRING HINGES 


Chicago Spring Hinge Company. 


NEW YORK 
S. A. 


CHICAGO 
U 














Mower slips into 
sharpener without 
being dismantled 





HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 
“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction sim- 
ply because of improper sharpening. These dealers, 
y installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers, and make liberal 
profits themselves. : 


$1.50 to $2.00 PER MOWER—15 Minutes Work 


Any boy can operate the IDEAL. charge, $1.50 to $2.50 per 
Slip the mower into the IDEAL mower, is mostly profit. 
without dismantling, make a 
few simple adjustments and in 
15 minutes the mower is ger. 
blade 











The IDEAL SHARPENER re- 
quires little space, operates off 
fectly sharpened — every a light socket, and its first cost 
with a true keen edge. The usual is extremely low. 


Write for prices and full information. 
The Fate-Root-Heath Co., 701 Bell Street, Plymouth, Ohio 





erations, nor do we concede that its purpose was to suppress 
such influences as might affect the operations of interstate 
commerce through the application to them of the individual 
intelligence of those engaged in commerce, enlightened by 
accurate information as to the essential elements of the 
economics of a trade or business, however gathered or dis- 
seminated.” 


The importance of this decision is so great that no excuse 
need be made for the lengthy quotation thus taken from it. 

Leading authorities on the subject assert that it is the 
most liberalizing decision with respect to the Sherman 
Law, that has ever been rendered. 

But a note of caution must be uttered against the in- 
expert use of the privileges given by this decision. On 
the one hand it permits the gathering, exchange and dis- 
semination of the particular items of information set forth 
in the decision, but on the other hand the court carefully 
pointed out that this procedure must be free from any 
attempt, “to reach any agreement or any concerted action 
with respect to prices or production or restraining competi- 
tion,” that that no improper use must be made of the in- 
formation thus gained, “through any concerted action which 
operates to restrain the freedom of action of those who 
buy and sell.” 

These limitations are of the highest importance and 
plainly necessitate expert guidance in the adoption and 
execution of the important privileges thus declared by the 
Supreme Court. 

During the past few months, within the present writer’s 
direct professional experience, the benefits of this decision 
have been put into practice by many leading industries and 
with conspicuously successful results, In these industries, 
under competent legal guidance, a well-organized system 
has been established whereby each member, upon blank 
forms furnished for the purpose, furnishes monthly reports 
with respect to his operations for the prior month upon 
such important subjects as tonnage, low, high and average 
sales prices, material costs and overhead costs; and these 
reports are then, without identification as to the particular 
member furnishing the same, issued to all of the members 
and they are then brought up for discussion at regularly 
held meetings. At these meetings the discussions must be 
honestly and carefully kept within the limitations which, as 
above stated, have been declared by the Supreme Court— 
limitations which, in substance and effect, provide that there 
shall be no concerted action by way of agreement or other- 
wisé and likewise that there shall be no constraint or pres- 
sure brought upon any members, but that each member shall 
be left free and uncontrolled in the management of his 
own business. 

It is particularly with respect to the nature and extent 
of these discussions, that the greatest care and caution 
is necessary. Inasmuch as these limitations involve all of 
the intricate prohibitions of the Sherman Law, it is obvious 
that the entire procedure indispensably requires the 
supervision to be derived only from expert, legal guid- 
ance. To say this is merely to utter an obviously true fact, 
namely, that in all branches of business activity which rest 
upon technical rules of law, no businessman ought, or nor- 
mally would, undertake to proceed without adequate and 
competent legal guidance. 

Summarizing the foregoing, a new situation has been 
created since the rendition of this important decision in 
1925—a situation which now, for the first time, permits 
members of an industry lawfully to equip themselves with 
information with respect to their competitors, information 
relating to subjects of the highest importance and of the 
most immediate and direct application to the conduct of each 
member’s particular business. In the industries mentioned 
which have adopted this procedure, it is a commonplace 
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remark that never in the history of such industries have 
members been put into such a position of advantage which 
they have now gained by this lawful interchange of highly 
important information—all of this, subject, however, as has 
been stated, to the highly important proviso that the pro- 
cedure must not be abused or misused in the particulars 
pointed out by the Supreme Court. Ample experience has 
shown that, under proper guidance and with an honest 
intent to observe the limitations mentioned, the forecast 
uttered by the Supreme Court has been realized, namely, 
that thereby such industries have been stabilized and their 
prices and trade practices have progressively tended toward 
uniformity because, as said by the Supreme Court, “the 
making available of such information tends to stabilize trade 
and industry, to produce fair price levels and to avoid the 
waste which inevitably attends the unintelligent conduct of 
economic enterprise.” 

In short, under the néw procedure, competition among 
members of an industry need no longer be conducted in 
the dark, with the necessary consequence of a condition of 
cutthroat competition; but may now be conducted in the 
open and with a full and intelligent understanding of 
every relevant fact which has occurred in the industry. 
If this be done with full and proper observance of the limi- 
tations declared by the Supreme Court, then a way has 
been opened for putting a stop to the conditions of cut- 
throat competition which are unquestionably the chief cause 
of the deplorable state which has been so aptly designated 
as “Profitless Prosperity.” 


A Hardware Man’s Daughter Offers 
Ideas on Quality Hardware 


(Continued from page 34) 


Mr. Dorris operated the Cash Hardware Store in 
Lewiston from 1895 to 1908. The business today oper- 
ates as the Erb Hardware Co. Mr. Dorris was a true 
hardware man. He not only recommended the use of 
good and practical hardware but was also a user of real 
quality hardware in his store and home. On this phase 
Miss Dorris commenting on her girlhood thoughts says: 

“My real appreciation of hardware was awakened by 
the knowledge that every window and door in our house 
‘worked,’ whereas other people’s didn’t. There were no 
prima donnas in hinges or locks at our house. Tempera- 
ment in that line was not tolerated—which I laid to the 
fact that the Cash Hardware sold the best there were 
on the market. I soon began to enjoy the different lines, 
designs and metals and acquired my own estimate of 
values and my own opinion of what was ordinary, un- 
interesting and usual. I still feel with even greater 
warmth that a sufficient number of hardware men are not 
concentrating adequately on the education of the public 
to an appreciation of the ART in hardware.” 


Twenty-Three Million Customers 
(Continued from page 25) 


names intelligently and promptly circularized or tele- 
phoned, would focus attention and make sales for your 
accessories department. Your local license bureau will 
furnish transfer lists which show where cars are going 
and to whom. There is plenty of market to be culti- 
vated. 

Commenting on the second car idea Mr. Reeves said: 
“In every family there is a demand on the part of each 
adult or near adult member, for his or her personal car. 
Sometimes the wife is willing to use her husband’s car. 
Sometimes she uses it all the time and makes it neces- 






IN CASH PRIZES 
To Retail Dealers Only 





HE Pyrene Manufacturing Co. will 
give two thousand dollars in cash 
prizes to those dealers who sell the great- 
est number of hand fire extinguishers and 
refills of its manufacture during period 
of contest. 
The following types of extinguishers 
comprise the Pyrene family of fire 
equipment. 


1-pt. Pyrene Fire Ext. for small motor cars 

1-qt. Pyrene Fire Ext. for automobiles, trucks, 
home, motor boat and electric plants 

1%-qt. Pyrene Fire Ext. for trucks, electric 
plants, garages, etc. 

2-gal. Pyrene Fire Ext. for garages, electric 
plants, etc. 

2%-gal. Guardene (Soda & Acid) for gen- 


eral protection except oil or electrical 




















fires 
2'%2-gal. Phomene (Foam Type) for oil fires 
2%-gal. Accurate Pump Tank for ware- 
houses, lumber yards, etc. 
and refills for above. 








Fill in and mail coupon for full informa- 
tion about this contest. This is a wonderful 
opportunity for dealers to make some 
extra money. Every car and home owner 
as well as factories are your prospects. 
Hundreds of thousands of extinguishers 
are sold every year. Everyone needs 
them and they can be sold with a little 
effort combined with Pyrene advertising 
and dealer helps. 


PYRENE MFG. CO. 
NEWARK, NEW JERSEY 


PYRENE MFG. CO., Dept. HA., P. O. Box 621 
Newark, N. J. 


Please send full information on $2,000 Dealer Sales 
Contest. 
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ACME ce crcaw rrerzer 


The hottest weather of the summer 
often comes in June. Keep gearless, 
all metal, 5-minute ACME 
FREEZERS well displayed. 
Retail at: 2-qt. Bright Galv., 
$1; 2-qt. and 4-qt. Enam. 
Galv., $1.25 and $2.25; pint 
ACME Jr., 60c. 









1140 BROADWAY, NEW YORK.NY 


" BUY FROM YOUR JOBBER 

















SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 
Butt Beveled Edge, 
Regular Beveled Edge, 
Socket Chisels. 


We carry a full line of 










poner eon SWEDISH Made TOOLS and HARDWARE 

E. A. Order from your jobber today, or write 

Manufae- 

turing Co., SCANDINAVIAN WESTERN 
_ IMPORTING CO., Ltd. 

yo 107-109 Lafayette St., New York, N.Y. 


Minneapolis, Minn., Montreal, Can., 
Seattle, Wash. 








R. MURPHY’S SLOYD 
@ 
a TRAINING KNIVES 
Are known the world over as the standard of excellence:— 
Absolutely dependable knives in every particular. 

How's your stock? Trade schools in your vicinity are 
about to stock up and make replacements. Notify them 


that you are in a position to supply R. MURPHY Knives, 
“the best the market affords.’’ Write for Catalog. 


R. MURPHY’S SONS CO., Ayer, Mase. ‘Est. 1850 














Successful Holdups 





*““GRAFFCO HANGERS” DO EFFICIENT 
JOBS IN HUNDREDS OF HOMES 





(Special Message to Dealers) 


Cambridge, Mass.—Graffco Hangers today held up thousands 
of articles in homes throughout the country. Among these were 
pictures, coat racks, telephone books, and whatnots. For years 
the public has heard of Graffco Picture Hangers, which are 
made of heavy steel with a nail that can’t fall out. Now they 
are demanded as never before, because they profit dealers and 
please customers. A catalog tells about Graffco Picture Hangers 
and Pushpins. Write for it. 


GRAFF-UNDERWOOD CO. 
52-C Washburn Ave., Cambridge, Mass. 

















sary for him to get another machine, and always the 
young people want their own automobiles. _ The low 
price of present day machines has made it inceasingly 
possible for many American families to have at least 
two cars.” 

Talking about the importance of more good roads 
and their relation to the automotive industry and the 
increased sale of accessories Mr. Reeves said in part: 
“Still more important is our inability to use existing 
highways because of the lack of grade separations. 
Motorists in suburban districts on Saturday afternoon 
and Sunday in most communities spend nearly half of 
their time waiting for traffic lights to change. Build 
more grade separations and you will get more value per 
dollar from your highways, more trade in your territory, 
and a quickening of the automobile industry. The high- 
way movement fortunately, is cgming along steadily, and 
we look for real progress in that direction.” 

Obviously inefficient traffic handling discourages 
motoring. Investigate the situation in your town. If 
you find unfavorable conditions become active in aiding 
their correction. Your town has a local chapter of 
a national motorists organization which will welcome 
your aid in improving motoring conditions. The better 
the motoring conditions the better will be vour accessory 
trade. 
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One of the specimen window displays arranged with material by the 

Western Cartridge Co., East Alton, Ill. Material for this display 

can be secured from the Western company without charge. This 
display will be particularly suited for early fall use 


Manufacturers and Jobbers Con- 
vention Dates Announced 


American Hardware Manufacturers Association Con- 
vention, Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. 
Headquarters, Hotel Marlborough-Blenheim. Charles 
F. Rockwell, secretary, 342 Madison Avenue, New York 
City. 

National Hardware Association Convention, Atlantic 
City, N. J., Oct. 15, 16, 17, 18, 1928. Headquarters, 
Hotel Marlborough-Blenheim. George A. Fernley, 
secretary-treasurer, 505 Arch St., Philadelphia, Pa. 
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S ST 
OSTS 


The Most Profitable and Most 
Satisfactory Line of Steel 
Posts on the Market 


Sweet’s Steel Posts are used by the thousands all 
over the country. Made of high carbon steel, they 
are recognized among testing engineers as products 
of superior strength and maximum durability. 
Sweet’s line of Steel Posts have a universal appeal to 
fence builders. They are strong, durable and weather 
resisting—can he easily and quickly driven into any 
kind of soil and make a fence that is not only storm- 
proof but a fence that is neat and good looking as 
well. 

For these and many other reasons you will find 
Sweet’s Steel Posts one of the most lucrative lines 
of all year round hardware you can carry in your 


store. 
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SWEETS STEEL COMPANY 
WILLIAMSPORT, PA. 





















































The box that 
holds trade be- 
cause of Honest 
Quality Inside. 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 





You can also be sure that each customer will 
continue his patronage. Not only hecause 
he will appreciate the full weight, and honest 
quality, but because at no time will any 
single Atlas tack give him cause for un- 
favorable comment or reflection. 


When customers buy Atlas tacks, they re- 
member where they got them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 

















cute Corners in 
Show Card Costs 


The up-to-date merchandiser 
knows that reducton of over 
head is an important considera- 
tion. The more — successful 
store owners and managers 
never pass up the slightest 
opportunity to keep 
expenses to a mini- 













mum. Feat és 
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OTHERS. They have found that the STENCILOR- makes 
better looking show cards, price tickets, and window streamers: 
turns them out more quickly, and at far less cost than by the 
old-time, hand-labor methods of the high priced show card writer. 
Incidentally, the Stencilor gives your show card department a 
saving of about 3,000% in space. You will find it decidedlv to 
your advantage to DISPLAY YOUR STOCK WITH PRICE 
TICKETS. SHOW CARDS AND SIGNS, MADE UP TO 
THE MINUTE WITH THE STENCILOR. Detailed informa- 
tion is yours for the asking. 


DISPLAY MATERIAL COMPANY Zi'pxni"minn. 


=Attach this coupon to your firm letterhead 
Send to your nearest office— 


DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. 
Eastern Agents, Display Material Co., 191 Pearl St., 
New York, N. Y. 
Canadian Agents, Display Card Co., Ltd., 11 Inkerman 
St., Toronto, Ont. 

Please send me without obligation a copy of your book 
“How to Make Signs.’ 
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Use this Ti p 
for Profitable 


Sales on the 
UNION 


RUBBISH BURNER 


Put a Union Rubbish Burner in front of your store 
with a sign on it like the one above. Anyone can see 
the useful purpose it serves and appreciate the sug- 
gestion to take it home. The splendid value at the 
price is evident, too. Yet you make a substantial 
profit on every sale. 


Union Rubbish Burners collect trash until time for 
disposal. Without handling, the entire contents of the 
basket is burned in perfect safety, for the patented 
convenient top keeps the fire from blowing away. 
Any boy can take care of this task without danger. 
You can sell one to any home owner or housewife. 
Three practical sizes in heavy wire, galvanized or 
finished in green enamel. Electrically welded, strong, 
and lasting. 


Refer to Union Catalog No. 427, or 
write for your copy, with new prices. 


Union Steel Products Co. 
Albion Michigan 




















are not made 
from castings, but 
from solid bars 
of extruded brass, 
machined out to 
receive mechan- 
ism. They are 
made in ten dif- 
ferent sizes from 
15/16 of an inch 
to 2% inches. 


Their worth is 
proven by their 
consistent  satis- 
factory perform- 
ance at all times 
and under all 
conditions. 












These Cast 
Bronze Padlocks 
are very artistic- 
ally made from 
cast bronze met- 
al machined out 
to receive an all 
rust proof mech- 
anism. The shac- 
kle is of wrought 
bronze, drop 
forged to create 
more. strength, 
durability and 
better appear- 
ance. Made inten 
sizes from % 
inch to 3 inches. 





SPARE TIRE LOCKS sn: CHAINS 


PROTECTION AGAINST THEFT 
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No. 5015 


A new Padlock Assortment mounted on a steel panel 
finished in mahogany. Suspended by a chain top. 
Each lock has three lengths of tempered steel chain, 
30, 36 and 42 inches, protected by a case. Two cast 
brass and one extruded metal padlock in the assort- 
ment. A stock of these locks suitably packed in boxes 
to go on the shelves. 


CORBIN CABINET LOCK CO. 


THe AMERICAN HARDWARE CORPORATION sig Successor 
NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 
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Your Customers Want 
Color 


the What 4A 9 


1. An article for which there is a large market. 
2. An item of evident superiority. 

3. Offered at an unparalleled low price. 

4. Made by a well known manufacturer. 

5. Who backs your sales efforts with national 


Indoor Receiver advertising. 
6. These make easy sales, quick turnover and 
| profit. 


The Fairbanks All-Metal Portable Platform Scale 
| 1. Every farmer needs one. 
| 2. All-metal from top to bottom. No wood con- 


v@untty Gentleman 


































Consistent national advertis- 
ing carries the story of the 
Fairbanks All-metal Scale. 



































Colors that harmonize—red, green, yellow, blue, 
gray and white—in shades that exactly match 
other kitchen and bath equipment. Just what 
your customers want. Just what the modern 
scheme of decoration demands. : 

struction. 


—and Sani-Can’s substantial durability more than | ; mot 

I Th : | 3. Offered at a price that beats the competition 
pleases. e convenient press-toe pedal operated | of scales of part wooden construction 
top more than appeals. All the requirements of | 4. A “Fairbanks” Scale! A name known every- 
sanitation, compactness and good looks are met where for the best in 
by Sani-Can. It is notably fly and odor proof, scales. 
. Advertised in _ national 
; farm and dairy magazines 
Display Sells Them telling your prospects the 

| story of a better scale at 

a lower price. 






















or 


snug and attractive. 







Display colored Sani-Cans and cash in on this “Color- 
-in-the-Kitchen” enthusiasm. 


$1615 













Big 3'% gallon Sani-Can Junior costs only $19 per | 6. Profits! Others are mak- 
single dozen F.O.B. Dunkirk. Less for larger lots. ing them on this scale. E 
Get a dozen assorted colors and the big free display Write for full informa- fory for’ 500 Ib, 
cards that go with them. tion. for 1060 iw 
pacity. 
| FAIRBANKS, MORSE 
SANITARY RECEIVER CO. | pis 
Dunkirk, N. Y. | ; 
| Chicago 





Tested and Endorsed by 
Good Housekeeping Institute 
Modern Priscilla Proving Plant 
New York Tribune 


| And 40 principal cities 
| ——a service station at 
| each house. 


Fairbanks Scales 


Preferred the (uae World Over 
cal ASA202.20 









Institute 
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ALL Car Owners Buy Hardware 





THE HARDWARE DEALER 


Is the Logical Distributor of Tires and Accessories 


This being the case, consider the following facts 


Every year sees a large increase in the number of hardware 
dealers who sell tires and accessories. Many of the readers 
of Hardware Age have taken on this line because of the efforts 
of Hardware Age. 


Articles that show the dealer how to handle tires and acces- 
sories with the greatest profit appear in Hardware Age often. 
Stories of what other successful dealers are doing with tires 
and accessories are winning over many dealers who are well 
equipped to distribute this line profitably, for themselves and 
for the manufacturer. 


Advertise your product in the medium that has done and is 
doing so much to convince the hardware dealer of the desir- 
ability of tires and accessories as a line and your advertising 
appropriation will go farthest in RESULTS. 


Tell Your Story in 


HARDWARE AGE 
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Thesturdy, practicalqual- \_ 
ity of GRIFFIN Hinges is 
embodied in this splendid 
line of Hasps, Strap and 
T-Hinges. 





ERIE, PENNSYLVANIA 
ranch Offices, 
New York, 45 Warren St. 


Chicago, 555 W. Randolph St. 
Boston, 76 Ba 
San Francisco, ¢ Market St. 
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Reed and Prince 
wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sherardized or hot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 
and specialties. 


Millions of product 
—aone standard for 
accuracy ana quality. 





REED & PRINCE MFG.CO, 


WORCESTER, MASS..U.S.A. 
) WESTERN BRANCH arCHICAGO-121 NORTH JEFFERSON ST. 
fMRI SSSI NNR A 





ex. 4 KANN aad ki 


ad af A at: 


a phe 
v aa 














80 HARDWARE AGE for JUNE 21, 1928 











_WHERE APPEARANCE 


DISPLAY of The Green Line Armored 
Tool Cases attracts the attention of 
customers who come into your store. Appear- 
ance counts—In The Green Line it is backed 
by quality material and sturdy construction 
that keeps your customers sold. 
Get The Green Line catalog and sales helps. 
Write today. 


GREEN-CASE, Inc. 


Racine, Wisconsin 




















Chicago Office Eastern Office 
Surpless Dunn & Co. 89-91 Warren Street 








34 No. Clinton St. New York, N. Y 











No. 85-32 — A Carpenter Shoulder 
Case. Brackets for three saws. Prac- 
tically designed and well construct- 
ed. Size 8” x 814” x 32”. 


No. 80-32—Same as 85-32 but with 


trunk lock and draw bolts. 




































: ty =) AL Cinetnnatts 
GALVANIZED Steet WIRE C1otH hospitable 
nk front door 


Stet for the tag, carrying our name, at the end of every roll! 





= The Gilbert & oun Mfg. Co. H ] Gi 
on WIRE CLOTH, NETTING and FENCING ote ib Son 


Galvanized Steel Wire Cloth in all Meshes and Gauges 








7 Traditional ‘NX 


hospitality in 
ae Duan © City 


Cincinnati’s hospitality 
is exemplified at the 
Hotel Gibson, Cincin- 
nati’s Most  Distin- 
guished Hotel. 

Here, in America’s logical 
convention city, is the Hotel 
Gibson the most suitable 
convention headquarters. 
Spacious meeting rooms, ex- 
ceptional sample rooms and 
the newly remodeled Roof 
Garden offer 20,000 square 
feet display space. Restau- 
rant accommodations meet 
with the approval of the 
most discriminating. Write 
for particulars. 


1000 ROOMS 
with baths 
$3 & upward 















RALPH HITZ cCManager 


























New York City Georgetown, Conn Chicage Kenses City 








Canadian Factory: Stratford, Ontario 


EVANSVILLE 


FAULTLESS CASTER COMPANY (s'o"'.n'a 


























. . sell more casters 
You can easily build up sales with “ACMES” 


—the ball bearing casters. 


Ball Bearing 


They roll easily in any direction. Will not mar 
floor or floor covering. Smooth. Silent. Increase 
sales with these fast-selling casters. 


From your Jobber. Send for Catalog 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE NEW YORK 


Agents: J.C.McCarty & Co., 253 Broadway, N. Y. City 


ROLL ALONG ON ACMES 











Bear Cats 


“It’s a bear cat for punish- 
ment”! How that expres- 
sion fits a steel handled 


COES WRENCH! 


It’s weather-proof, fool- 
proof, unbreakable — and 
bigger than any job. 


Made in seven sizes (6” to 
21”)—be sure your stock 
includes them all. 


Your Jobber will supply 
you. 


Coes Wrench Co. & 


“In business since 1841” 





war eS) 
‘VG 


in | @taloB 





Worcester Mass. 








Selling Agents 


a ee. WE OD. c ceccccceces 253 Broadway, New York 
JOHN H. GRAHAM & CO........ 113 Chambers St., New York 

Also 61 Shoe Lane, London, E. C., England 
FENWICK FRERES............ 8 Rue de Rocroy, Paris, France 











CORBIN 


Weod Screws 

Drive Screws 

Ceach Screws 

Machine Screws 

Set Screws 

Cap Serews 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Speeial Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 

Speedometers 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 





























Folds Flat 


IN COLORS 





Color is the vogue and the TUCKER’WAY has taken 
no back seat. It is the front row itself, for now you 
may have this unusually strong and distinctive all-wood 
folding chair in vivid red, blue and green, as well as 
natural (beech). And special colors on special orders. 
Dazzle your customers’ eyes and delight as you dazzle. 


Folding Chairs that are different! 


These are the chairs that are Easy to open and close 
(with foot), Easy to stack (stack as flat as 
pan cakes) and EASE-y to sit in. You 
can treat ‘em rough, even in demonstrat- 
ing. May be left out in the rain (won't 
turn white, warp or rust). No metal 
stampings to come loose or pinch the 
seat—‘‘no metal to touch you.” Singly 
or in rows. Big sellers, you can bet your 
boots! Send for sample chair, prices, 
and dealers’ proposition—NOW! 

Peerless Camp Furniture 

Another colorful product of the HOUSE 
of TUCKER. Other products are Kant- 
skratch Mops, Tuduco Tents, etc. Get 
catalog. 


Tucker Duck & Rubber Co. 


FORT SMITH, ARKANSAS 
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“Seeing Is Buying” 


Ir is hard for a dealer to 
buy Fly Screen Cloth from 
a photograph or illustration 
—a little retouching works 
wonders. 


We prefer to send you sam- 
ples cut from regular stock 
—then you can see and judge 
for yourself why SPARGO 
orders keep us busy the entire 
year. 


SPARGO WIRE CO. 


Rome ee 


pe 
Small 


Articles 
on Top 


DIVIDENDS 


YOU CAN MAKE ’EM WITH THESE 
DOUBLE-DUTY SALES TABLES 


Are you trying to sell 1928 Hardware with 1898 display 
equipment? The hardware merchants who are making 
money have up-to- date sales tables and fixtures. They 
increase sales and save time. Let us help you meet chain 
store competition. 


HELLER 


Business Building Store Fixtures 
Check the items you are interested in, 
- W. C. HELLER & CO. 


tear out this ad and ma vi or 
700 Bryant St., Montpelier, Ohio 


"] New Style Dis- (© Penns 
play Tab! Metal ! iis Rack 

New York Office, 20 Vesey Street, 

Suite 500. 


les 
Nail Counters Disp 
2 pri O an Cabinets 
O Price Tickets for 
6-21-28-59A Display Tables 
Write name and address in the margin below. 
Scie NT RROTTELT” MRO Ste 


a 0 Ge aa aT 














NEW No. 250 E SET 


nith 
COLONIAL TYPE ESCUTCHEONS 


Why this set appeals to Home Builders 








1. A beautiful 
sparkling knob, 
2%” octagon, 
special Ilco sil- 
vering pro-ess. 


2. An impres- 
sively designed 
escutcheon plate. 


3. Less screws 
less time taken 
to install. 


4. Tue to the 
position of the 
screw holes, 
longer screws 
can be used, 
offering greater 
stability. 


5. Our stand- 
ard No. 250 
Mortise Lock. 


6. Priced r ght 
—allow us an 
opportunity to 
quote on your 
requirements. 


QD INDEPENDENTIOCKCO.MD 


Fitchburg, Mass., U. 8S. A. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 











Sell Them 
by the set 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value the case, its use in keeping~the bits in order and near at 
hand, preventing loss, etc. Try i 

Forstner Bits are the only bits on are not dependent on a center or 
level to guide them. They cut from the outer rim. The entire curface. is 
at work all the time, no jagged ends; every part of the work is smooth a 

ished. They bore their way through , knotty, cross grained wood, 
eaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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“Ethan Allen”’ 

by Larkin G. Meade 
at Washington, D. C. 
National Hall of 
Statuary in the Capitol 








HOOVER 
LEADERSHIP 


Is again evidenced in the sales co-operation given 
Hoover dealers . . . for example . . . The Hoover Com- 
pany provides the most complete assortment of local 
merchandising helps ever offered by an electric cleaner 
manufacturer—and every sale concluded with their aid is 


a dealer sale. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners + The Hoover is also made in Canada, at Hamilton, Ontario 
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CLYDE JENNINGS, Editor 


~ ‘JUNE 21, 1928 
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Are You Selling For Vacations? 


those merchants and salespeople who are inter- 
ested in gaining the volume and profit that goes 
with the sale of electrical goods of various kinds. 

The fact that vacationists, in the main, do not appre- 
ciate how much electrical goods can do for them puts 
more responsibility on the 
merchant. It is his job, as 
a buyer for his community, 
to let the people know how 
this modern equipment can 
and will help them to have 
a more comfortable and 
healthful vacation. 

For instance; few people 
really know of the possibili- 
ties of hot meals served 
from an automobile on the 
roadside. There are hun- 
dreds of people who would 
enjoy more trips into the 
country if they knew they 
could put a regular dinner into one of the fireless- 
cooker type of electric stove and after an hour of heat- 
ing, carry this dinner with them and serve it hot several 
hours later. By this, we mean a regular dinner, corned 
beef and cabbage, or roast meat and vegetables. 

Many tourists save time and money on their trips by 
carrying with them extra incandescent lamps to replace 
the small wattage ones they find in lodgings and hotels; 
also small irons so that they may care for their clothes 
at their own convenience; immersion heaters for warm- 


\ J ACATION season holds a real opportunity for 


Electrical Goods Section 





ing lunches or soup; percolators so that they may have 
their favorite brand and strength of coffee at all times. 

Then there are the health appliances including the 
heating pad which so often is needed to ward off colds 
when living under strange conditions. 

Many of the tourist camps at which the automobile 

: campers live are equipped 
with electric light wires 
and these things can be 
used under those primitive 
living conditions, if the 
tourist is prepared. 

Electricity is at hand in 
practically all bungalow 
colonies and the lower 
priced appliances of all 
kinds are bought by many 
people for the summer be- 
cause they do not want to 
take their best appliances 
into these conditions. 

The need of large flash- 
lights, portable radio, spare miniature lamps for flash- 
light and automobile, reserve batteries for the radio 
and similar needs are rather obvious to the salesman 
who has given thought to vacation life. An explana- 
tory window display, backed by personal salesmanship, 
will get this trade for your store and the people will 
appreciate your suggestions. 

For those who stay-at home, the miniature lamps, 
usually referred to as Christmas tree lamps, are much 
used as lawn party decorations. 
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Women Want Electric 
Cooking 


HE chief reasons for selling 

any sort of merchandise are: 

your customers want it; it is 

worth while merchandise and will 

serve a worthy purpose, and that 

you can make a profit on the trans- 
action. 

This is the story of an experiment 
to prove to a group of merchants 
that the women of a community of 
146,000 want to do their cooking 
electrically. The answer appears to 
be overwhelmingly affirmative. 

The experiment was 
carried out on Staten 
Island, which is a part 
of New York City but is 
not what is usually con- 
sidered metropolitan 
conditions. There are 
no large cities on the 
island. The chief cen- 
ters of population are 
largely suburban in 
character. A good deal 
of the territory is agri- 
cultural. Much of the 
population works in fac- 
tories. In this popula- 
tion are some_ 10,000 
aliens, many people of 
second and third gener- 
ation in this country, 
and a generous sprink- 
ling of early American 
families. The island had a popula- 
tion of almost 4000 in 1790. It was, 
if you remember, the water-bound 
prison for the Hessian prisoners of 
war after the American Revolution. 

The promoter of the experiment 
was the Staten Island Advance, a 
daily newspaper of general circula- 
tion throughout the island. Cooper- 
ating were the Staten Island Edison 
Co. and Landers, Frary & Clark. 
The Electric Company asked elec- 
trical and other merchants to par- 
ticipate and 15 accepted the invita- 
tion. 

The newspaper undertook the pro- 
motion and of course invited all 


concerned to advertise at regular 
rates. A considerable volume of 
space was taken by the electric com- 
pany, the manufacturers, the mer- 
chants and suppliers of materials 
used in the cooking school experi- 
ments. This included flour, milk, 


butter, bread, ice cream and similar 
commodities. The newspaper used a 
considerable space in advertising the 
event in general terms. 

The electric company mailed invi- 
tations to attend the cooking schools 
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This is one of the windows decorated for a merchant by 


the power company display men. 
cluded some of their own merchandise. 


to all meter holders on the island, 
some 30,000 or more. The invita- 
tions were mailed with the bills and 
the dates of the cooking schools 
were set closely following the mail- 
ing. 

Three strategic sites were selected 
for the schools. The island is tri- 
angular, 1314 miles long and 8 miles 
wide. Location and transportation 
are important. All schools were held 
in the afternoon; at Stapleton, May 
1, 2 and 3; Great Kills, May 8, 9 
and 10; and Tottenville, May 17 and 
18. Tottenville is the famous Bent- 
ley Manor of Colonial history. 

The electric company had invited 


Other merchants in- 


all electrical dealers and contractors 
to join in the campaign and an aver- 
age price for specially wiring a house 
already wired for lights was ar- 
ranged so that prices could be given 
for range installed ready for ser- 
vice. The invitation to sell ranges 
was extended to other dealers who 
sell house furnishings or who think 
they want to get into the range 
business. 

Some 15 stores accepted the mer- 
chandising offer and were supplied 
with ranges; the electric 
company display men 
decorated windows if 
the merchants requested 
it. The merchant agreed 
to display a range in his 
window for a_ stated 
period and was given 
the privilege of selling 
ranges on the terms 
offered by the electric 
company. He was also 
supplied with prospect 
cards and asked to fill 
these out when custom- 
ers inquired about the 
range. 

The first merchant 
filing a prospect card 
would get the profit on 
the sale if the electric 
company’s men _ suc- 
ceeded in closing the deal. Regard- 
less of payments or other features, 
the electric company agreed to pay 
the merchants the profit on the sale 
the first of the next month. Here 
was a chance for profit with nothing 
invested in stock, no credit risk and 
service and guarantee assumed by 
the electric company. 

During May 87 sales were made. 
One dealer had sold nine. Six others 
had made sales or filed prospects 
that resulted in sales, and the other 
8 had not been heard from by the 
electric company. 

Those concerned in promoting the 
schools speculated a good deal on the 























attendance. The newspaper folk 
were confident that they had done a 
good job of promotion and there 
would be no disappointments, but 
none foretold what would happen. 

In each case the largest hall suit- 
able for such a demonstration had 
been obtained, but in no case was 
the hall large enough for those who 
came, and the crowds became succes- 
sively larger as the schools pro- 
gressed. During the final days, 
women were arriving for the 2 


This photograph was taken in a demonstration hall. 
At most of the demonstrations not all women were able 


of the audience. 





It shows only a part 


to even get in the hall. 


o’clock opening before one, and in 
many cases those who came on time 
and could not get even standing room 
waited in the entrance hall or out- 
side and when the school was dis- 
missed entered the hall to see the 
range and other equipment and ask 
questions. In no case was Miss 
Florrie Bowering, the demonstrator 











In all of advertise- 
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UNIVERSAL ELECTRIC 


ments, the power 
company included 
the names of the 
dealers who had 
joined with the 
movement to dis- 
play and sell elec- 























tact tric ranges. Mer- 
pessrcinna RANGE p3 chants were per- 
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“Tasco | Miss Florrie Bishop Bowering | FREE aM terms. 
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The Advance Cooking Schools 


May Ist, 2nd and 3rd at the Stapleton Club Rooms 
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Electrical Goods Section 


who was featured in all publicity, 
able to leave the hall for more than 
an hour after the formal closing of 
the demonstration. 

The one thing that attracted the 
women, held their attention and 
caused the schools to be talked about, 
was the feat of cooking a pork shoul- 
der, apples, onions and potatoes in 
one pan, a pudding and a vegetable 
in other pans, and placing all of this 
material in an oven at one time, leav- 
ing the oven closed for the required 
time ,and then taking out a well- 
cooked dinner—each article well 
cooked but not overdone—and find- 
ing no taste of the onions in the 
pudding. 

The routine Was to have such a 
dinner in the oven when the meeting 
opened; prepare another before the 
audience; then remove the one pre- 
viously placed in the oven and put 
the one just prepared in its place. 
Women were invited to stay after 
the meeting and see the second one 
taken out. Many did so. They all 
wanted to taste the food so cooked. 

Another cooking feat that aston- 
ished and pleased the women was the 
baking of an angel cake. It was 
difficult for the audience to under- 
stand that this cake was mixed, 
placed in the range oven, left a 

(Continued on page 112) 
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Washing Machines CAN be Sold in 


the STORE 


At Bunting’s much stress 
is put on painstaking 
demonstration of machine’ s 
construction and quality. 


IRST of all a hardware dealer 
K who is planning to sell wash- 

ing machines must decide 
how he will sell them. There are 
two ways: 

Employing outside salesmen who 
will take the machine to the cus- 
tomers. 

Advertising which will bring the 
prospects to the machine. 

The Bunting Hardware and Ma- 
chinery Co. of Kansas City chose 
the second plan and as testimony 
that they have been successful, E. 
Brown, who has charge of the sales 
of lighting fixtures, washing ma- 
chines and other large sales items, 
quotes the record of 27 machines in 
one day—a Saturday—and 68 in one 
week. The store does not, of course, 
rest its claim to successful mer- 
chandising on isolated records but 
counts on the average. 

Mr. Brown admits the efficiency 
of the outside salesman plan—if 
you can afford it. But he has found 
outside salesmen too expensive, so 
he has taken what he considers a 
more economical method of selling. 
By this method he has maintained 
a steady volume, except for special 
campaigns. Bunting’s has no out- 
side salesmen, does not sell on home 
trial and prices all equipment at 
cash price and then adds a reason- 
able charge for time payments. 

“There are two essential points 
in selling large priced items,” said 
Brown, “whether they are lighting 
fixtures, washing machines, or 
other equipment appliances. These 
are: 

“First, to locate a live prospect; 

“Second, to sell that prospect. 

“An outside salesman can do no 
more than this. If the outside 
salesman fails on either point, he 
is lost. So are we. 

“In thus dividing the job, we 
sized it up and decided upon how 





Every part of the machine is thoroughly explained 


we could best do it. We knew we 
had one great advantage—our store 
is well and favorably known. Peo- 
ple think of the store as a good 
place to buy things, so when we let 
it be known that we had washing 
machines for sale, people would be 
favorably inclined toward us. 
Here we have the advantage of most 
people who use outside salesmen. 

“Then we decided that we must 
find the prospects by advertising. 
We use newspaper space liberally 
for the electrical line. We have 
graphic advertisements, good pic- 
tures in them, and we quote prices. 
We are very careful in the descrip- 
tions of our merchandise. 

“We follow this up with many 
sorts of good publicity, such as fold- 
ers supplied to us by the makers of 
the appliances and we send these 
where the opportunity offers. It 
may be special lists or with other 
publicity from the store. 

“We never count any person a 
good prospect until she is interested 


enough to come here and ask to see. 


what we have for sale. When Mrs. 
Jones comes here we know that we 
have a live prospect and we set to 
work accordingly. 


“Our second point—never to 
fumble a prospect—is very impor- 
tant and our sales people are well 
schooled. As we do not demon- 
strate in the home, we must make 
a particularly good demonstration 
in the store. 

“If you were to introduce two 
men by merely saying ‘Mr. Jones, 
this is Mr. Smith,’ it might not mean 
anytlfing. They probably would 
pass each other in the street the 
next day without knowing each 
other. But if you tell Mr. Smith 
who Mr. Jones is, and the reverse, 
and they talk together for a while, 
they know each other. 

“Our demonstration is just like 
that. We endeavor to get Mrs. 
Jones well acquainted with Mrs. 
Washing Machine. It is not just a 
name introduction. 

“First of all, we take Mrs. Jones 
to a part of the store where she is 
not likely to be disturbed. Then 
the salesman connects the machine 
or other appliance. He shows Mrs. 
Jones just exactly how he does it. 
Then he starts it and stops it sev- 
eral times. 

“Then he takes off the top and 

(Continued on page 115) 
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8 tubes—4 radio frequency; detector, 

audio amplifying. Push-pull amplifi- 
cation. 

Complete shielding. 


Single sJluminated dial control. 


Beauty of tone; i 
tiveness; full 


tion. 
| Table model, less tubes and speaker 
ri] .. ; $150.00 
1] Console with built-in speaker, less 
tubes - , $295.00 
Consolette (table and speaker) 
> cs ag ee $55.00 
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urteys Greatest 


Al Revolutionary New 


The New 






ROTARY IRON 


With 1250-Watt Heating Element 


Portable... Light Weight 





Big Capacity .... Fast 


HE world’s great- 

est line of washing | 
and ironing machines Ss, 4 
has been made even ee 


greater! The enviable 
position of Thor deal- 
ers in the industry is 





The No. 0 
RETAIL PRICE 


Slightly higher price in the Rocky Mountain 
area and west 


iron by old-time, back- 
breaking methods 
when the price of com- 
plete freedom from 
this drudgery is so 
amazingly small. 


Study the 3 great 








now more enviable! 


Now, we are making it possible for you 
to take a position of undisputed leadership 
in a new field with endless possibilities. 
Dealers who have seen the New Thor 
Rotary Iron say it will revolutionize iron- 
ing methods in the homes of this country. 
It is certain that women will no longer 


selling plans for this 
new, revolutionary Thor product. Take 
advantage of Thor’s position in the indus- 
try. If you are not a Thor dealer—become 
one. Don’t miss this great opportunity to 
become identified with the winners of 1928. 
Write, wire or phone us today about the 
valuable Thor Franchise in your locality. 


Women will like this new-type appliance. They will buy it—in one of these 
3 ways. Will you be among the live Thor dealers who will se// it, netting a 
handsome profit from the very start of its success? Write or wire us today. 


MANUFACTURERS OF THOR WASHING MACHINES, THOR IRONING MACHINES, 
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Speed-lroning Invention 








Ways to Sell the New 
Thor Rotary Iron 


£0 RA NO 








' No. 0 detachable model as a sep- 
arate unit for use on the wringer 


shaft of Thor 2, 6 and 8 Washers 


HE new Thor Rotary Iron is 

made in two models. The above 
illustration shows the No. 0 detachable 
model which fits over the wringer shaft 
of Thor 2, 6 and 8 Washing Machines 
and is operated by the wringer motor. 
There’s a market of almost two mil- 
lions alone. The progressive illustration 
below shows how easily the wringer is 
removed from the shaft and the Rotary 
Iron set in its place. Both wringer and 
iron are light enough to be handled by 
any woman without exertion or strain. 


“) No. 0 detachable model in combi- 
‘nation with the New Thor Agi- 
tator—the world’s lowest cost wash- 
ing and ironing machine combination 


ELL this handy, portable unit with 

every Thor Agitator sale. They can 

be sold in combination for about the 

price women were asked to pay for a 

good fast-type washer before the Thor 

Agitator was announced, They will pay 
you a handsome profit. 

Remember, also, this unit can be sold 
in combination with the famous Thor 
6 and 8. Make it a rule to sell washing 
and ironing machines together. Gain 
this extra profit without added over- 
head or added sales expense. 





troning, slip 


’The No. 10 Portable, New 
Thor Rotary Iron—with en- 
closed General Electric Motor 


HIS puts the final clincher on the 

ironing machine market'for Thor 
dealers. With the detachable unit you 
reach the homes that have washing 
machines=gcountry homes, city homes, 
small homes, farge homes. But there 
are homes not fortunate enough to have 
Thor Washing Machines. For these 
homes we built the No. 10—complete 
with General Electric Motor. 

It is portable—just as efficient, just 
as sturdily built and finished as the 
separate unit, and as easy to carry as a 
vacuum cleaner. It’s built to sell at 
the lowest price ever asked for a com- 
plete iron of famous Thor quality. 


The Hurley Machine Company 
22nd Street and 54th Avenue 
Chicago, Ill. 





2—Place the Thor 
Rotary Iron in the 
wringer position. 


1—Remove the 


“a iron, sitin 4— 
wringer from t comfortable. 


chair _the Rotary Iron away 
on feed the pieces into a kitchen drawer, 
through. closet or corner. 


Products distributed throughout the world by the 
International General Electric Organization 


THOR VACUUM CLEANERS AND HURLEY COMMERCIAL LAUNDRY EQUIPMENT 
Electrical Goods Section 
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DOUBLE A—now at @ 
popular price. ABC deal- 
ers use it to ride the 
wave of immense medium 
priced demand. Conquers 
price competition with- 
out sacrificing profit; 
without building up a 
service liability—greatest 
campaign special offered 
today 
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Second solid ABC trainload shipment within three weeks. 
This trainload shipped to Eastern dealers, May 22nd, 1928 


1928 PRODUCTION 
68.4% ahead of ’27 





ABC SPINNER 
conceded by the en 
tire trade as the 
leading wringerless 
washer of today. Fast 
AGITATOR washing 
— SPINNING dryer 
PORCELAIN tub 
and dryer chamber. 
No other maker has 
this combination. No 
other machine equals 
the SPINNER in low 
reconditioning cost 





First May trainload shipped to Southwest 









Our greatest gain in nineteen years of 
rapid, yet sound, solid growth. 1927 was 
a wonderful year—considering the time 
we spent in re-building the ABC line— 
but 1928 will far eclipse our last year’s 
record. For the first five months we are 
over 68% ahead. Orders already in for 
immediate and future shipment run this 
increase mighty close to the 100% mark. 


And the ABC SPINNER did it. Re- 
gardless of competitive prophecies—con- 
sumer demand rushed to the SPINNER 
because of the work, time and clothes it 
saves. 


Regardless of competition disparaging 
PORCELAIN —dealer and distributor 
demand has swung to the SPINNER 
and COMPANION because of their low 
selling and reconditioning costs. 


And this will not be SPINNER’S only 
big year. Next year, the year after, will 
still find this famous, de luxe washer 
leading the high grade field. Its beau- 
tiful appearance commands attention; its 
speed and thoroughness in operation 
closes sales; the value built in keeps them 
sold with but insignificant dealer service. 
These things guarantee for ABC dealers 
more than their share of business in the 
years to come. 
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ABC sales are growing by leaps and bounds. This solid trainload of ABC 
SPINNERS, COMPANIONS “la ae A’s, was purchased by Eastern 
ealers. 


Working Full Blast 








and Overtime ! 


Speed—and more speed. They have us 
working night and day at ABC. Consumers 
are demanding PORCELAIN SPINNERS 
and COMPANIONS and the DOUBLE 
A’s. Distributors and dealers are rushing 
us—wiring, ’phoning, coming to the factory, 
to hasten up their shipments. All along the 
line there is a hue and cry for more ABC’s. 


Since January Ist, 1928, the immense, three 
unit ABC factories have worked continu- 
ously full time; six days a week, and 
overtime every working day—with the sole 
exception of only one week robbed from 
production to care for inventory. 


Is there another factory with a production 
record equal to this? Is there another fac- 
tory with a line so popular? Another fac- 
tory that has so successfully anticipated con- 
sumer demand in washer type and design? 
Another factory that helps its dealers by 
urging on this demand, speeding it up, mak- 
ing it grow, with aggressive publicity and 
merchandising plans equal to ABC? 


Regardless of today’s immense production, 
we are willing to work even harder to take 
care of even more aggressive dealers who 
want the profits from today’s fastest selling 
washing machirfe line. 


ALTORFER BROS. CO. 
Established 1909, Peoria, Illinois 


Export Office at Factory 
Cable Address: “Alcowash” Peoria 
(Codes—Bentley’s and ABC Sth Edition) 





ABC COMPANION—two 
color PORCELAIN tub, 
fast AGITATOR washing 
~all the fine features of 
the ABC SPINNER ex- 
cept soft roll wringer 
dryer for those folks who 
want a wringer type ma- 
chine. No other wringer 
type machine reconditions 
at such little cost 








An ABC Gas _ Engine 
Model—the ABC COM- 
N 


PANIO? -is available 
equipped with simple 
serviceable, four cycle 
Briggs & Stratton gaso 
line engine power for 
homes without electricity 
—every home now a 


prospect 
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A Success from the FIRST 


But Now— 
eA Positive Sensation! 


In February, 1927, the Haag Eighty was first placed on 
the market. And because it represented an unheard-of 
value both to dealers and consumers, it was instantly ac- 
corded one of the most exceptional acceptances ever given 
a washing machine. 


Now Haag Brothers Company has equipped this popular 
low-priced washer with the famous patented Haag safety 
agitator. This forward step will open new and greater 
markets for every Haag dealer. 


This is the first announcement of a sensational improve- 
ment that is sure to make washing machine history. Will 
you profit by it? Write or wire today for full particulars. 


HAAG BROTHERS COMPANY, PEORIA, ILL. 


In addition to the models pictured and described here, handsome wood- 
tub models (power and electric) are included in the Haag line. 














Equipped with 
the famous Haag 
agitator 
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assistance but in a practical, definite way. 


To Jobbers 


The duty of the Torrid Merchandise Manager is to 
work with the retailers in your territory regularly. 


He will show them how to sell more electric appli- 
ances with new sales plans, window display, clerk 
training, contests, etc. 


By so doing will naturally increase your sales of 
Torrid Electric Appliances. 


He is not a missionary salesman visiting you occa- 
sionally and diverting your own salesmen’s efforts 
from other work. 


Instead, he is your regu/ar assistant, working alone, 
who must help you build your business, by selling 
a substantial part of your Torrid business for you. 


Isn’t that kind of help worth having ? 


[want to help 
yx sales problems 


**That’s My Job as Your TORRID 
District Merchandise Manager” 


OU have had plenty of men who wanted to sell you merchandise—but here’s a man 
who wants to help you sell your merchandise ...... not by vague promises and indirect 


To Retailers 


The Torrid Merchandise Manager knows retail 
selling problems. He knows electric appliances. In 
his work with hundreds of leading retailers he 
learns all the best selling methods. 


Let him help you develop your sales plans — trim 
your windows — train your clerks. 


As your business grows so will ours, for no re- 
tailer keen enough to recognize the value of this 
assistance will fail to recognize the value offered 
by the complete line of Torrid Electric Home 
Helpers. 


There are no strings to this offer. We expect it will 
help us both to make more money. 


There are many other details of this startling new merchandising plan, too generous to publish broadcast. To those 
progressive jobbers and retailers who are interested in this partnership plan we will be glad to send complete information. 


This coupon may be worth thousands of dollars to you. Don’t let any delay in mailing it, prevent your getting in on 
this unusual plan. 


THE BEARDSLEY and WOLCOTT MFG. (COMPANY 
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THE BEARDSLEY & WOLCOTT MFG. CO. Waterbury, Connecticut - 
I'll be glad to get some real cooperation. Send me the full details. & 
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Electric Utilities Approve Cooperation 
in Merchandising 


National Electric Light Association Urges Member Companies to Practice 
Principles Advocated by ELECTRICAL GOODS Section 


REATER and better sales of 
(x electrical appliances will 

come from cooperation with 
independent merchants than by cut- 
throat competition is a concise—if 
somewhat free—definition of the 
action of the National Electric Light 
Association in convention at Atlan- 
tic City. 

By approval of the report of J. E. 
Davidson, chairman of the National 
Commercial Section, the Association 
membership pledges itself to sup- 
port the policy of cooperating with 
and supporting the sales efforts of 
the independent merchant—notable 
among which is the hardware store. 
In this action, the N. E. L. A. is 
approving of a plan consistently 
advocated by the ELECTRICAL GOODS 
SECTION since its inception. While 
some others were advocating legal 
curbing of utility merchandising 
efforts, this publication has stead- 
fastly pioneered a better understand- 
ing and cooperation as best for the 
industry. 

In his report Mr. Davidson offered 
a Declaration of Merchandising 
Principles drafted by joint confer- 
ences of representatives of the 
N. E. L. A. and interested indepen- 
dent merchant associations and a 
Suggested Code of Practice for 
utility merchandising departments. 
These were accepted by the conven- 
tion. 


The Code of Practice is outspoken 
against long terms for time payment 
sales and recommends that “the down 
payment shall always be sufficient to 
constitute a sale.” 


The formal approval was over- 
shadowed by the many references to 
the better situation by many speak- 
ers during the convention and by the 
enthusiastic support of the manufac- 
turers and others in the exhibition 
group who foresee improved trade 
with the utility merchandising de- 
partments working closely with the 
independent merchants. 





The first official reference to the 
new situation was in the President’s 
address by H. T. Sands. In this 
formal document Mr. Sands said: 

“Under the auspices of the mer- 
chandising committee several meet- 
ings have been held with represen- 
tatives of other lines of business en- 
gaged in the sale of electrical appli- 
ances. Out of these conferences has 
come a realization of mutual interest 
and a better understanding of one 
another’s problems. A set of mer- 
chandising principles has been drawn 
up and subscribed to by the various 
interests represented in these con- 
ferences.” 

Much talk in the exhibition rooms 
and hotels about the report that was 
to be made at the meeting of the 
Commercial National Section 
brought a large attendance at the 
section meeting. Chairman David- 
son, in opening the meeting, spoke 
of this accomplishment as “fully 
justifying our year’s work.” 

The detailed report was made by 
Ernest C. Greenwood, commercial 
director of the N. E. L. A. When 
the conferences began Mr. Green- 
wood was merchandising manager of 
the Boston Edison Co. and chairman 
of the association merchandising 
committee. The successful conduct 
of these joint conferences probably 
had much to do with his selection for 
a staff position with the N. E. L. A. 

The Declaration of Merchandising 
Principles, which were signed by 
representatives of the Retail Hard- 
ware Dealers Association, the Na- 
tional Hardware Association, Na- 
tional Retail Drygoods Association, 
National Association of Retail Drug- 
gists and National Association of 
Retail Furniture Dealers Associa- 
tion, agreed to a continuance of mer- 
chandising of appliances by utilities 
if a proper accounting of operations 
was made to show whether or not the 
business was conducted at a profit 
or loss. Also that service on appli- 
arces being pioneered should be 


charged as a promotion, not mer- 
chandising expense. 

The Code Practice, recommended 
to utilities definitely sets eighteen 
months as the limit of time payments 
on appliances being pioneered and 
shorter terms for better known ap- 
pliances and much shorter terms for 
appliances selling under $25. The 
suggestion is made that “the down- 
payment shall always be sufficient to 
constitute a sale’—a definite slap at 
the “nothing down’ policy that is so 
familiar to many communities and 
which has been especially aggravat- 
ing in the case of electrical refrig- 
erators. 

In his report to the Convention 
for the National Commercial Section, 
Mr. Davidson brought out the im- 
portance of this agreement and called 
attention to the betterment of trade 
if the member companies will fol- 
low the plan of encouragement of the 
independent dealer, rather than that 
of discouragement that must come 
through the practices that have been 
followed in many communities. 

In speaking later to the writer, 
Mr. Davidson said: 

“T predict a general observance of 
the suggestions by utility companies. 
It has been a long struggle but I 
think the leaders in the utility in- 
dustry are convinced that greater 
sales will result from cooperation 
and a mutual understanding and that 
under such encouragement, mer- 
chants will handle a better class of 
merchandise. 

“There will be some, of course, 
who will not fall in line, but we hope 
that the merchants will meet us half 
way and that we can be helpful to 
them. Mr. Greenwood is now at- 
tached to the association staff and 
where violations of proper conditions 
are reported to him, we will do our 
best to bring the situation into line. 
We cannot, of course, promise full 
cooperation everywhere but we are 
certain of better conditions. We 

(Continued on page 112) 





























431 MERCHANDISING MEN 


DESIGNED THE EDISON MERCHANDISER 
That's Why if Works / 





EDISON MAZDA LAMPS 


GENERAL @® ELECTRIC 
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is the BIG reaso 


VERY one has been impressed by the “simplicity 
and compactness” of the Allison operating unit. 





The Allison is in fact today’s outstanding example of 

supreme engineering in the electric refrigerator field. 
| Profit-killing service has been reduced to an absolute 
| minimum because of the simplicity and construction 
of the operating unit. 


There is not a single pulley, chain, belt, gear, exposed 
control or stuffing box. The operating unit is hermeti- 
cally sealed, permanently lubricated and installed at the 
factory. Trustworthy operation is assured to the great- 
est degree. 





The remarkable features of the operating unit together 
with the splendid construction of the Allison cabinet 
offer to distributor and retailer a real opportunity to 
make money in electric refrigeration. Write for details! 





HOLMES PRODUCTS, Inc. 


2 W. 46th Street, New York City 


Manufacturers of 


THE REMARKABLE NEW 














Its a 
ureSales 


Wimmer 


A new and substantial profit opportunity 
is offered the washer retailer and Public Service 
Companies with the One Minute Model 60. 





Popular price has created tremendous in- 
terest in this sensational One Minute and this, 
coupled with fine appearance, modern design, 
construction and performance, has made. the 
Model 60 a sure sales winner in any community: 


Some excellent opportunities are available 
in our dealer organization. Mail the coupon or 
wire us for complete details. 


One Minute Manufacturing Co. 
Newton, Iowa, U. S. A. 


To N. E. L. A. Members 


The One Minute Manufacturing Company extend 
greetings. to its many friends and business associates 
attending the N. E. L. A. Convention at Atlantic City. 


{ 


‘ . a | 





Washer Field 
is still there 


Successful washer merchandisers are not 
depending for their entire success on a lower 
priced washer, 


Experience has shown them that a ma- 
chine like the One Minute Model 52AA attracts 
those prospects who desire the best that money 
can buy. And there are many such buyers in 
every city. 

Each feature of this washer, the wringer, 
the big copper tub, the Timken Bearings and 
the finish, is of the highest quality known in 
washing machine manufacture. Truly it is “To- 
day’s Finest Electric Washer.” 


You can depend on the One Minute 52AA 
to get you more than your share of the quality 
washer business. 








One Minute Manufacturing Co. 


Newton, lowa, U. &. A: 


The winning washer combination for retail 
dealer or Public Service Company is the One 
Minute Model 60 and the One Minute Model _ 
52AA. Some outstanding successes are ‘being * 
built on these two washers. | 

Send The Coupon For Details 








referred to should not have 

pressed too urgently the elderly 
couple to buy the electrical percola- 
tor or urn set at the particular time 
they came into the store to examine 
it after seeing it in the window. It 
is a short sighted policy, I think, for 
any merchant to have his store be- 
come known as a place where the 
customer has to, figuratively speak- 
ing, trample over the dead body of a 
salesperson or two to get away with- 
out buying after looking at mer- 
chandise. 

However, it does seem to me the 
salesperson might have, without 
arousing resentment in the minds 
of the most cautious customers, been 
considerably more enthusiastic and 
versatile in handling these particular 
customers. Elderly people unaccus- 
tomed as these people undoubtedly 
were, since their home Jacked out- 
let facilities, to many of the con- 
veniences and pleasures of electrical 
appliances, would without a doubt 
have listened intently to more de- 
tails as to why an electric percola- 
tor actually does make better cof- 
fee than the old coffee pot, how free 
it is from fire hazard, how simple 
to operate, how dependable a rel able 
appliance of this kind is, how little 
it actually costs to operate it, how 
easy it is to clean, etc. 

Elderly people, although having 
means, are ordinarily cautious buy- 
ers, and since other customers were 
not waiting, I should have showed 
the couple cheaper percolators and 
compared them with the better 
grades, not with the intent of selling 
a cheaper item, but to fortify the 
customers with knowledge of the 
appliance, so that they might not, 
upon entering another store to 
examine an appliance (and half sold 
as they were when they entered this 
store) be swept off their feet by a 
salesperson with a low price argu- 
ment and induced to buy a cheap and 
unsatisfactory appliance which 
would give them neither service or 


[ ce agree that the salesperson 
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BY HARRISON SMITH 


Central Hardware & Stove Co., Akron, Ohio 








Harrison Smith and Daughter 


satisfaction, and would no doubt 
create in their minds a distrust of 
all electric appliances. 

Such dissatisfaction would take 


© 


NDER the headline “Over 

the Counter” there appeared 
on page 24 of the March 29 issue 
of the Exrectrica, Goops SEctTIon 
a sketch of the conversation be- 
tween Miss Helen D. Crawford, 
saleswoman, and Mr. and Mrs. 
W., prospective customers. We 





asked for discussion of the inci- 


dent. Several discussions have 
been received and we here print 
some of them. You will doubt- 
less recall that Mr. and Mrs. W., 
elderly people, inquired about a 
high priced percolator set, prom- 
ising to buy later. In the last 
issue of the EvecrricaL Goons Serc- 
TION was printed a discussion by 
Mrs. Sharp. 


© 


from electric appliance manufactur- 
ers and dealers business which the 
service to be received from the ap- 


pliances entitles them, and would 
also deprive the couple in their de- 
clining years of the enjoyment, 
satisfaction and labor saving advan- 
tages to be derived from our modern 
electrical aids. 

I think it would have been wise, 
too, since the salesperson had the 
available time, after percolators and 
electric urns had been discussed at 
considerable length, to steer the con- 
versation away from them entirely 
and chat for a few minutes about 
something of mutual interest, per- 
haps in Chicago or elsewhere, and 
then guide the conversation back to 
the better coffee which they had 
learned at the home of the relative 
was possible from the use of a per- 
colator. 

I have observed some very suc- 
cessful salespeople do this—just 
relieve for a few minutes the ten- 
sion of the straight sales talk but 
not lose control of the conversation. 
An important advantage of a little 
digression of this kind is that the 
particular store and salesperson will, 
if the customers finally do decide 
to shop around, have some identity 
among the group of stores and sales- 
people, and this may be the decid- 
ing factor in the sale, should values 
and prices prove to be nearly the 
same. 

It has always been my thoughi 
that a salesperson who is really en- 
thusiastic and has had an oppor- 
tunity to learn how an appliance is 
actually used, and the advantages of 
the particular appliance being shown, 


‘need not worry about not closing the 


sale to the customer of the type re 
ferred to who merely examines and, 
for reasons possibly beyond his con 
trol, is not quite ready to purchase. 
However, I do feel it is very unwise 
for any salesperson to accept under 
ordinary circumstances as‘ final the 
first statement of the customer that 
he will not buy that particular day. 
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the Best Title for this Picture 
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1—Contest closes Aug. 2. 5—The winner will be announced in the second issue 
2—Contestants must be connected with the retail sales of the ELECTRICAL Goons following this issue. 
of appliances or radio. 6—The Staff of ELECTRICAL GooDS SECTION will be 
3—Print your name plainly, address, store you are con- 
nected with and position occupied. 
4—In case of tie each contestant will receive $15. 


judges. 
SPECIAL—Please do not tear the page from this 
magazine. 


Address—Title Contest, ELECTRICAL GooDS SECTION, 239 West Thirty-ninth Street, New York City 














No. 40 Horton Electric 
Washer. Copper tub; 
3-cup suction type. 





Horton No. 34-64. The 
gasoline-powered washer 
of the No. 34 Series. 











Horton Automatic 


Ironer. 30 inch,complete 
open end roll; electric or 
gas heat; electrically 
driven, 
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-A Sound Jobber Policy 
‘Builds “Dealer Proftts 


ORTON firmly believes 

that—and for good reason. 
Your jobber pools for you the 
resources of hundreds of manvu- 
facturers, permitting you to 
carry smaller stock, speed up 
your turnover and thus realize 
greater profits on a decreased 
stock investment. His stock is 
yours, instantly, whenever you 
need it. You rarely lose a sale 
because of delayed shipment. 
More than that. Your jobber 
enables you to devote more 
time to actual selling—to mak- 
ing your store one in which 
people like to buy. He does 
away with most of the detail 
work which you would have 
to do were you to deal with all 
the manufacturers whose stocks 
you carry. 


Horton believes that. Too, 


Horton believes that people 
prefer store buying to high- 
pressure, house-to-house can- 
vassing. And so Horton has 
pledged itself to logical, eco- 
nomical methods of distribu- 
tion through your jobber— your 
store—to your customers. 


The Horton line is complete. 
It isone which meets the needs 
and buying power of every 
prospect, sold nationally under 
one known name. That, plus 
Horton's strong jobber policy,as- 
sures Horton dealersofincreas- 
ing profits. 57 successful years 
in business proves the sound- 
ness of Horton merchandising. 
The high quality of Horton 
Washers and Ironers, recog- 
nized for years and years, is a 
result of low cost distribution 
through the jobber. 


HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 























oJ 





103 





Horton No. 34 Series. 
Submerged agitator type 
washer. Coppertub. In 
electric, gasoline or pulley 
power. 





No. 33 Horton Electric 
Washer. Wood tub. Agi- 
tator type. 


Washers 


lroners 





GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 
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Electricity in the Golden Age of Verse 


By W. R. P. 
{Some hitherto unpublished testi- 
monials from certain immortals of 
importance. | 


Soliloquy 
(The Bard of Avon Recounts How 
Hamlet, the Betrothed, Settled a 
Most Upsetting Problem While Win- 
dow Shopping Along the Avenue.) 


To buy or not to buy: is that the 
question? 

Whether ’tis wiser in the home to 
suffer 

The slings and arrows of outrageous 
labor, 

Or to buy new appliances for labors. 

And by using, end them. To play: 
to rest; 

Much more; and by a switch to say 
we end 

The backache and the thousand 
natural pains 

That we are heir to, ’tis a labor- 
saving 

Devoutly to be wished . . 

Who would fardels hear: 

To grunt and sweat under a weary 
life, 

But that the dread of paying after 
purchase 
. Perhaps makes laggards of us 
all? 

And thus the native hue of resolu- 
tion 

Is sicklied o’er with the pale cast of 
doubt, 

And electricity helpful every mo- 
ment 

With its domestic currents turns to 
where 

It’s loosed in name of freedom. Buy 
you now! 

For fair Ophelia! (Nymph, in buy- 
ing of them 

I hope my love for you is thus pro- 
claimed.) 


Barfaced Fan 
(Keeping Cool with Longfellow) 
Blessings on thee, little fan, 
Whirling joy, of Comfort’s Clan! 
For thy whirling blades in June, 
Make a merry whistling tune. 


* * * 


Let the million-dollar’d wheeze 
Of the need for seaside breeze, 








RDWA can 
f 0X? | 





o> UE d 
3) ag = 
| Lam 














PAINTS] _ 
















Thou hast all that they can buy 
In the reach of hand and eye— 
Evening’s solace, heatime’s ban, 
Blessings on thee, little fan! 


L’Electro 
(What John Milton Might Have 
Said) 


Hence, loathéd toil and folly 
Of Cerberus and darkest ages 
born, 
In kitchen ways forlorn, 
’Mongst horrid pots and pans and 
things unholy. 


* * * 


But come, thou goddess, fair to me, 
By us yclep’d, E-lectricity. 


Endymion Speaking! 


(What John Keats Might Have 
Broadcast) 


Electricity is a joy forever, 

Its usefulness increases; it will never 

Pass into nothingness; but always 
lurk 

A power, full of cheap and quiet 
work, 





Promise Her Something 
Electrical 


(Samuel Taylor Coleridge Recounts 
Tribulations of a Rejected Suitor) 


The bride hath paced into the hall, 
Red as a rose is she, 

Happy that givers gave her gifts 
Run by electricity. 

The wedding pest he beat his breast 
Yet he cannot choose but hear; 
And tkus spake on that plaintive 

man, 
The suitor of yesteryear: 
“He giveth best, who giveth most 
Of things not left to whim, 
For that dear girl who turned me 
down 
Received such gifts from him.” 


Quatrain Moderne 


(In Which Omar the Tent Maker 
Advises One Electrically Equipped.) 


Ah, buy the most with what you 
have to spend, 

Before you two from out the store 
descend, 

Rememb’ring how electric servants 
help— 

Sans dirt, sans rest, sans trouble and 
sans end! 
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YOU « can sell 


TheNEW BRIGHT STAR Flashlights 





Electrical Goods Section 

















<iuprome in Svery Test. > 
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Because— reese > 
1. The greatest array of new dis- S 4. S 
tinctive features ever incorporated I Kith Battery 
in one line! We invite the most | SAY 

critical comparison. 


2. Retail price is considerably lower BRIGHT St AR 


th th l- k 
1 eagahcee er well-known make in cuit te ting Ben vances 
en 

3. The colored display carton is an reer Tlashtight 
attractive sales accelerator. 
4. Sustained, fair profit to dealer 
with minimum sales _ resistance 
means greater income against lower 
overhead. 
Dealer’s cost $6.75 per complete 
unit—consisting of 6 lights (300 ft. 
Focusing Spotlight or General Util- 
ity Flashlight) and 24 Bright Star 
No. 10 Single Cells:— 
6lightscomplete retail at $1.45 $8.70 
12 Extra Cells for en econo 

sales at 90.15 occ cccccccscs 1.80 
Dealer realizes...eeeseees ++ 910.50 
—and now the 


Junior 
Bright Star 


Retail 
complete 
with Battery 
Ready early in March 


—in a new display containing 8 of 
these compact, rugged, efficient 
lights; with 16 extra No. 11 cells for 
replacement! The display costs you 
$6.75—sells for $10.24—pays you a 
liberal profit! 
Remember—BRIGHT STAR has 
not increased its prices! The con- 
sistent sales policy followed here- 
tofore will be continued for the pro- 
tection of BRIGHT STAR dealers. 
The new Bright Star Flashlight 
Catalog is just off the press—write 
for your copy today. 


Bright Star Battery Co. 
Makers of the famous Bright Star 
Flashlight Products, Radio 
Batteries and Dry Cells 
Hoboken, N. J. 

Branch: Chicago, IIl. 


ut 
Flash High 


CILOUINGHOC 
(Saal Util 





EIGHTEEN YEARS BUILDING THE QUALITY LINE 
EEE El 





Motor Bus 
Seeks Sales 


For Dealers 


4 NHE idea of using a motor bus 
or truck as a traveling store is 
not unusual. It has been 

done many times, but the idea of 

using a specially equipped motor bus 
to make sales for dealers is dif- 
ferent. 

The Pennsylvania Edison Co. of 
Easton, Pa., is interested in promot- 
ing the sales of appliances wherever 
the lines of this company extend; 
and that is a fairly wide territory. 
So the traveling exhibition pictured 
on this page was equipped to show 
women how to use them. 

The bus is a traveling demonstra- 
tion exhibit. Practically all appli- 
ances are included in the equipment 
and any or all can be demonstrated 
in actual use at any time. 
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A demonstration can be made at the curb or wherever women will come 
to see the easier way of doing housework 


Power can be taken from the com- 
pany’s lines and a transformer is in- 
stalled in the bus to take care of 
voltage requirements. Water, cook- 
ing and food supplies and other re- 
quirements are provided for. 

The demonstration can be carried 
to the point wanted and the equip- 
ment operated in the bus, which is 
easy of access by visitors, or it can 
be removed to a house or hall. 

The Pennsylvania Edison Co. does 
not sell appliances. The object is to 


popularize the use of electrical equip- 
ment and to build sales for merchants 
who sell reputable merchandise. No 
sales are made from the bus but all 
information possible about appli- 
ances is given to those interested. 
All inquirers are urged to buy of 
their own dealers or at the company 
display rooms, where dealers are in- 
vited to display appliances. 

Perhaps you can persuade the 
utility in your community to under- 
take a similar promotion. 





The equipment for demonstration runs from the smallest to the largest appliances. Lamps, table appliances, fans, 
heaters, range, dishwasher, refrigerator, washing machine, cleaners are found in the picture 














HARDWARE AGE for JUNE 21, 1928 


























When your loudspeakers begin to scare away the radio 
trade with their howlings over the warm weather, keep up 
your sales volume by featuring UNIVERSAL Popular Price 
Electric Appliances. 


Nationally advertised, fully guaranteed and modestly 
priced within the reach of every household this New UNI- 
VERSAL Line will inject some real sales life into the drowsy 
summer months—~a season when electrical cookery and heat- 
ing is indispensable for home comforts in the modern manner.- 


Waffle Iron from 
$8.95 to $10.50 









Toaster from $3.75 
to $5.25 






Percolator from 


$5.95 to $12.75 


LANDERS, FRARY & CLARK 
NEW BRITAIN, CONNECTICUT 
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The window displays shown on this page are very 
different, but both caught attention and the mer- 
chants were satisfied with results. Neither is 
elaborate nor beyond the merchant carrying these 
articles or similar merchandise in stock. 

The window above commanded respect for the 
neatness and the lack of crowding of merchandise. 
The picture cards were specially made, but manu- 
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facturers send out colored panels that will serve. 
The background panels in this case were red and 
white and black. The tables and center dais serve 
a definite purpose. 

The lower window is made with the merchant’s 
stockroom-like background. The display is all mer- 
chandise and manufacturers’ show cards. 
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Radio Becomes a Business 


URING the recent meeting of the eastern section 
D: the Radio Manufacturers’ Association there 
was much evidence that the making of radio sets 
and apparatus had ceased to be an adventure and has 
become a business. No longer is a radio gathering a 
meeting of the “wild young men” who talk of spending 
money and changing circuits, but it is a meeting of 
men who realize not alone the responsibility of the 
capital they represent but also obligation to the public. 
It is possible that in the future some manufacturer 
may put on the market a model of receiver that will 
have a fatal defect, but it is not likely. Men who 
realize their responsibilities to money and to customers 
are prepared to make good on mistakes. They move 
cautiously with new merchandise and their mistakes 
are never so far reaching as those made by the adven- 
turer. If mistakes are made, the manufacturer will not 
shut down his factory and vanish into the crowds, leav- 
ing only the watchman in charge. 

With five companies making 50 per cent of the radio 
receivers sold today and a dozen more bidding for 
national trade with some prospects for success, the 
situation is vastly different from that of a very few 
years ago when the names of the ambitious manufac- 
turers would fill this page even if set in type smaller 
than is used for this article. 

Gone, too, are the days when a manufacturer would 
fills his warehouses with receivers which he had hoped 
to sell to people who read his brilliantly inked advertise- 
ments in magazines and on billboards regardless of 
whether he had dealers in the various communities 
or not. 

Gone are the days when a manufacturer will engage 
as his dealer some man with barely enough money to 
pay one month’s rent for the building that has been 
vacant since the corner saloon or pool room went out 
of business. 

The radio manufacturer of today does not yet know 
who will be the best dealer for your community—but 
he does know that this man must be a real merchant, 
that he must be able to pay for merchandise, to stand 
behind this merchandise with service, and that he 
must have a respectable store with an established busi- 
ness and a reliable and respectable store traffic. 

The manufacturer of today realizes that much of the 
novelty of radio has been absorbed by familiarity and 
that the mere announcement that radio is on display 
will not bring great crowds to a dingy room on a side 
street. The people who “just had to have a radio” now 
have them and radio is sold today in competition with 
other similar purpose merchandise. The people have 
quit buying but they can be sold. 

It is time for those merchants who have been waiting 
until Tom, Dick and Harry or the butcher, baker and 
blacksmith get out of the business, to get ready to take 
the plunge. First this merchant should learn what re- 
ceivers are sold in his community and then pick a re- 
liable make and get the dealership. Only one line should 
be considered in most communities; two if you want a 
complete price range. If you are in doubt as to lines, 
tell us what lines are represented in your community 
and we will tell you other reliable lines. 
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REPUTATION 


is the life-blood of the success- 
ful business. Televocal Qual- 
ity Tubes help build reputation 
because their performance is al- 
ways a little bit better. A com- 
plete line of A.C.. D.C. and 
Power Tubes of all types. 















Televocal Corporation 
Televocal Building 
Dept. F-1, 588 12th Street 
West New York, N. J. 


Quality Tubes 


New—1,000,000 Women 
Help You Sell It 





MILLION women will sell this New Empire 
Electric Sandwich Toaster to themselves—if 
you show it to them. For it toasts sandwiches 
complete — for parties, the children, and midnight 
“snacks.” Expansion hinges accommodate varying 
bread thickness. Top and bottom heating toasts the 
sandwich thoroughly. Ask for a catalogue on it— 
and the Empire Line of electrical appliances. 
General Offices and 


‘actory: 









CORPORATION t, TWO RIVERS, WIS. 
Chi 4 i i 
ae ork plionepel . 


Los Angeles 


EXPORT DISTRIBUTORS: 
International General Electric Co. and John H. Graham Co. 


SOLD THROUGH JOBBERS 
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Making Ugly Ducklings Into 
Volume Fairies 


ISPLAY is today accepted as 
1): vital factor in good mer- 

chandising; secondary only to 
worthy stock and proper buying. 

Given two merchants: One an ex- 
cellent buyer and a second rate dis- 
play man, the other an ordinary 
buyer and an excellent display man 
—there is no question which will 
win. 

The best buyer is practically help- 
less unless he can get the public to 
look at his goods. Today the public 
demands more than a look. The 
public wants to examine your mer- 
chandise to see if it has “the feel.” 

So it seems rather more than pass- 
ing strange that so much excellent 
display space in some stores is 
wasted. The illustration on this 
page serves as an excellent example. 

This store had stocked lamp cords 
for a long time and had what was 
thought to be a reasonable turnover 
in this item. The turnover was in- 
creasing from year to year, but not 
rapidly. Then someone called atten- 
tion to the great increase in the use 
of portable lamps, each of which has 
a cord, and these cords are certain 
to become soiled and worn. This in- 
crease in lamps, it was realized, was 
at a much greater rate than the in- 
crease in lamp cord sales in this 
store. 

A display of lamp cord was 
thought of. Where to put it was the 
next question. Someone suggested 
the pillar, which had never been used 
for anything more important than 
holding a calendar or some other 
sort of printed advertising. And so 
the side of the pillar was made a 
lamp cord display rack. 

Instantly the sales jumped. Cus- 
tomers asked for more colors and 
these were added. Sales mounted 
until the volume on the slowest mov- 
ing color was practically double that 
of the fastest moving color of the 
pre-display days. 

Then it was decided to make this 
pillar an electrical display. A wir- 
ing device display card was placed 
on another side of the pillar. The 


range was placed below the lamp 


cord display. A display card of 
small flashlights and batteries was 
put on the third side. Samples of 
cable and other neglected merchan- 
dise made up the fourth side. 

From being something merely to 
support the upper stories and ob- 
struct the view generally, this ugly 
duckling became a volume fairy. 
Customers for other merchandise 








passing the post stop, look, and then 
exclaim, “Why, I did not know you 
sold all these electrical things!” 

How many ugly duckling corners 
and posts in your store, can be 
changed into volume fairies? 

An alcove corner, dark in itself 
and out of the way of the lighting 
system, can be changed into a beau- 
tiful shopping center for some lines 
of merchandise. 


We have in mind a middle west 
merchant who had such a corner, 
and he used it for storage of boxes 
that “might come handy,” but which 
really became trash. So much dust 
gathered in this corner that it was 
blowing out all over the store. It 
was a first class nuisance. 

Then this merchant was impressed 
by something he read or heard about 
a gift shop. He decided he wanted 
one, but could find no space. Finally 
he thought of this corner and 
cleaned it out. He was amazed at 
the age of the trash he took out of it. 
He went to his market town to buy 
stock for his gift shop. As he vis- 
ited other gift shops he was amazed 
to see that he had in his stock many 
items similar to those displayed in 
modern gift shops. 

But he realized two things: 

Most of the display shelves and 
counters in gift shops were cheaply 
made and inexpensively trimmed, so 
that they could be changed quickly 
and readily; and 

The best gift shops he saw were 
lighted by the lamps offered for sale. 

And so this merchant, instead of 
buying heavily for his gift shop 
stock, bought a few assorted novel- 
ties and a liberal (for his com- 
munity) stock of portable lamps— 
standard patterns and novelties. 

The display counters and shelving 
and covers were easily provided. The 
nook trimmed with novelty paint 
pattern and hangings, his newly 
bought portable lamps were placed 
at strategic points and put into use. 
The assorted novelties were placed 
to the best advantage. ‘Then mer- 
chandise from his regular stock was 
used as bulk. 

This merchant was amazed at re- 
sults. He got some volume, of 
course, but he discovered that his 
gift shop was really a time saving 
device for his customers and his 
salespeople. Instead of shopping all 
over the place, the customers shopped 
here. His greatest increase in sales 
was on merchandise that had been to 
a large extent neglected because 
there was no opportunity to show it. 
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16,000,000 


Customers 


They are customers who represent pro- 
gressive ideas and have the money to satis- 
fy them. They are the families whose 
homes are wired for electricity. | 


The feminine element of these families 
is delegating the household drudgery more 
and more to electrical means. She is con- 
stantly prompted in this by her own incli- 
nations, the dictates of her social circle, 
and the wealth of advertising fostered by 
the manufacturers of electrical appliances 
and devices. 


In addition to appliances, she demands 
new fixtures, new devices. She is inter- 
ested in them wherever they are displayed. 
She is more than half sold when she 
enters your store. 


To cooperate with you in_ entering 
and successfully merchandising these 
profitable lines, HARDWARE AGE pub- 
lishes every fourth week “ELECTRICAL 
GOODS” Section of Hardware Age. In 
this valuable supplement you will find the 
latest information regarding this merchan- 
dise, and the tried methods of successfully 
and profitably merchandising it. 


This is a contribution to a larger and 
more profitable business for you. Use 
this section for your certain benefit. 


Electrical Goods 


Section of 


HARDWARE AGE 


239 West 39th St., N. Y. C. 
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Women Want Electric Cooking 
(Continued from page 87) 


definite number of minutes and then 
removed, always in perfect condition 
because of the controlled heat. 

Now the promoters of the cam- 
paign are hearing from women who 
did not attend the schools and who 
want to see this Aladdin lamp sort 
of cooking, that they may believe. 
No one who will visit Staten Island 
and acquaint himself with what the 
women are talking about will doubt 
that these average American women 
want electrical cooking. 

The electrical conditions on Staten 
Island are favorable. The electric 
company is independent of the gas 
company, which covers about one- 
third of the island. However, fuel 
is average price and easy to get. 
It is not like the northwest section 
of the country, where flame fuel is a 
problem. Electricity here must win 
support by superiority of cooking re- 
sults over a somewhat lower cost for 
other cooking means. 

These women are convinced that 
electric cooking supplies superior 
food with less effort, and they want 
it. The merchant who does not sell 
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SOLD BY JOBBERS 
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electric cooking equipment is going 
to have hard sledding. W. G. Bur- 
rill, merchandise manager for the 
electric company, makes no secret 
that he is anxious for merchants to 
sell the equipment. In fact, he is 
ready to quit when convinced that 
merchants will do the job. 


Electric Utilities Approve 
Cooperation 
(Continued from page 96) 


ask the help of the merchants.” 

Much favorable comment was 
heard of an address before a general 
session of the convention by O. W. 
Knauth, executive vice-president of 
R. H. Macy & Co. Mr. Knauth gave 
much of his time to a discussion of 
the general problem of merchandis- 
ing but in closing he made this refer- 
ence to utility merchandising prac- 
tices: 

“Before closing I want to add a 
few remarks in regard to the burn- 
ing problem of public utility retail- 
ing of electrical goods. I do not take 
this problem of competition as seri- 
ously as some of my colleagues, for 
it has been my observation that the 


Competition does not frighten a good merchant. 


public utility methods of merchan- 
dising are so clumsy that they can- 
not be a menace to us, in spite of 
their many advantages, as long as 
we are as expert as we must be. * * * 

“But I do raise one question with 
all earnestness to those who guide 
public utility policies. As I take it, 
you are interested in the sale of 
electrical goods, not for their own 
sake, but for the sake of increasing 
consumption of current. If this is 
the case, would you not be wiser, and 
more successful, if you studied the 
question of increasing these sales 
through the retail organizations, 
whose outlets are widespread and 
well established, rather than add a 
single or several retail outlets, whose 
sales are an insignificant part of the 
total. 

“Your present methods irritate 
and annoy the retailers who must 
make their living out of distribution 
alone. Why create this ill-will? 
Would it not be better to study how 
to help then increase their distribu- 
tion, so that increased current will 
be consumed? Are there not greater 
possibilities of such increase than by 
setting up a rival distributing sys- 
tem of your own?” 





ry Large Quantity of Hygrade Lamps 


George W. Gerber of 


Johnstown, Pennsylvania, for example, although one hundred or more stores in 
Johnstown are handling incandescent lamps, sells ‘‘a very large quantity of Hy- 


grade Lamps.” 


Mr. Gerber finds that attractive window displays such as the one pictured 
above, plus the other merchandising helps furnished by the Hygrade Lamp Co. 
give him a satisfactory and increasing volume. 


HYGRADE LAMP CO 


GENERAL OFFICE 
AND FACTORY 


SALEM Mass 


Licensed under General Electric Company’s Incandescent Lamp Patents 
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Such SUCCESS 
is seldom accorded an 


ELECTRIC CLEANER! 


Never before in Bee-Vac history have dealers been 
so frank and unreserved in their expressions of con- 
fidence and enthusiasm for the Bee-Vac Line. 





The values which it offers—the profit possibilities 
which it places in their hands—are so outstanding 
and unmatched that they are today giving the Bee- 
Vac Line a measure of support that they have 
seldom accorded any other similar type of mer- 









chandise. 

iii The DeLuxe Ball-Bearing Bee-Vac, selling at 
Junior Brush $39.75, has been a compelling factor in winning 
Endorsed by housekeepers this warm allegiance. Embodying a larger and more 

and autoists for “odd R ° : 
job” cleaning. powerful 14 hp. motor, which is ball-bearing equip- 
ee ee ped throughout, the De Luxe Model produces a 
$19. 50 suction power that is almost unbelievable. New 


floating brush gives contact with the rug at all 
times. New four-position nozzle adjusts to all 
thicknesses of rugs. 


Model “G” The Model “G” Bee-Vac selling at $29.50, has 
a ae proved its matchless performance and unfailing 
Consumer's price dependability through years of service in thousands 


$29.50 of homes. 


Attachments, $3.00 Lhe Bee-Vac Junior Brush at $19.50 retail, meets 
the needs of housewives and autoists for “odd job” 
cleaning in a way that places it clearly at the top 
among cleaners of this general type. 


Because the dealer who handles the Bee-Vac Line 
offers his trade something distinctly superior in 
cleaning performance and sturdy dependability, as 
well as in actual dollar for dollar value—he quickly 
finds the line a particularly desirable one to fea- 
ture in his store. 





Ball-Bearing 
BEE-VAC 
(maroon bag) 


Consumer’s price 


$39.75 


Attachments, including 
floor polisher and 
blower, $8.00 








May we urge you to write for the attractive details 
of the Bee-Vac proposition? 


BIRTMAN ELECTRIC COMPANY 
Dept. D-318 4140 Fullerton Ave., Chicago 


The BEE-VAC Line 


AN ELECTRIC CLEANER FOR EVERY POCKETBOOK 
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114 HARDWARE AGE for JUNE 21, 1928 





EDITORIAL PAGE 


a Better Days Coming 


T the annual convention of the National Electric 
A Light Association, held this month, this organi- 
zation of light and power companies approved the 
policies of the Merchandising Section which, we be- 
lieve, will do much to rationalize competition between 
merchants and public utility merchandising depart- 
ments. More is told of this action on another page 
This expression of opinion will not, of course, stop all 
abuses of merchandising today, nor tomorrow. But 
this action of the association will bring the past and 
existing abuses of monopoly privileges to the attention 
of the men high up and we believe that it constitutes a 
long step toward fairness in trade relations. We sug- 
gest that the hardware merchants do what they can 
toward building up the better relations that are in 
sight. 





We believe too much is said about the “cost per 
hour” of operating appliances. The idea, we think, 
is to sell a service worth whatever it costs. 


Vacation Merchandising 


T is a good idea to keep talking about vacation 
l merchandise. Many people go to the summer home 

with an idea of roughing it, but soon get tired of 
flame heated appliances and long for the electrics they 
have at home. Yet they fear to take the “pride of the 
home” to the camp or bungalow. In this mood, these 
people are open to the sale of lower priced, quality 
appliances. But never sell them the real cheap ones 
for fear you will lose a good customer. 





The most progressive appliance department we 
know of has instructed sales people never to start 
a discussion on the cost of operation. 


Rural Electricity 


N California more farm have electric service than 
I have telephones. Of a group of 3194 farms tell- 

ing of the use made of electricity, 1265 say it is 
used for water pumping, 905 for cooking and 286 have 
water heaters. This, we believe, is an indication of 
what will eventually be much more general uses of 
electricity. 





Why talk at all about the cost of operation? Why 
not sell less work and worry? 


One Electrical Code 


LECTRICITY is a progressive art. But the 
ordinances and laws governing the use of cur- 


rent are not all progressive. We are told that 


in many communities the legal standards are so obsolete 
and to be practically worthless and that the traffic in 
modern electric supplies is practically a bottlegging 


practice. The merchants of any community could, of 
course, do much toward correcting this condition if 
they should take steps to urge the adoption of the 
National Code. We wonder just how many merchants 
know if the electrical supplies they sell are legal under 
the inspection code of their community. 





Continual talk about continued cost—even though 
that cost be low—is presenting reasons for not 
buying, instead of reasons for buying. 


“Knocking” Salesmanship 


r | NHE story comes to us of a woman who decided 
to buy a washing machine and went to a store 
where several types are displayed. She inter- 

viewed several salesmen engaged in demonstrating 
different types. Then she hunted up the owner of the 
store. She told him that she “had been insulted,” and 
related her experience; telling him that each demon- 
strator “knocked” the other machines. She said: “This 
is an insult to my intelligence and a declaration to me 
that you care nothing for the quality of the merchandise 
in your store, when your own sales people say the 
goods are bad.” The merchant was big enough to tell 
the woman that the demonstrators were supplied by 
the various factories and he was “going to get rid of 
them and train his own men.” 





Really, we believe, that the operation of an elec- 
tric washing machine costs less than gas and other 
costs for the old method of washing. So why 
talk about cost per hour? 


A Lesson from a Utility 


NE merchant we know says he learned a very excel- 
QO lent lesson from a utility campaign for the sale 

‘of appliances in lis community. “Previous to 
this effort,” he said, “I did not think a strenuous effort 
would pay in my home town. Really I did not think 
enough people used electricity. When I learned of the 
results of the utility sales campaign, I did a bit of 
figuring and decided I could have made a similar drive 
and have made some money. I also got figures from 
the utility on the number of current users. Now I am 
going to try my hand at some appliance selling.” 





When the cost of operating an appliance is 
brought into a sales talk, the entire electricity bill 
becomes the sales hurdle—not merely the cost of 
operating the one appliance. 


Have Patience 


EADERS in the electric utility industry have 
i spoken clearly in condemnation of the mistaken 
merchandising policies. They are trying to 
bring about reforms. It may come slowly but the 
change is started. Perhaps you can help. 
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The Title Is 


‘Taking Advantage of a 
Current Opportunity " 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 


J. D. Parish, 
Manager Hardware Dept., 
Dahner’s Dept. Store, 
Greenwood, Miss. 








Washing Machines Can Be Sold in Stores 
(Continued from page 88) 


shows the movement. He explains what all of the 
movement means. He takes the machine apart, piece 
by piece. He must know just why each part of the ma- 
chine is made of the material used and why it is the 
shape it is. He must know especially where one piece 
of metal contacts with another, what each piece is made 
of and how they avoid friction wear. 

“We leave nothing to chance. When he gets through 
Mrs. Jones must know Mrs. Washing Machine. 

“We do not feel badly if we do not close the sale on 
the first visit and demonstration. People must think 
over large expenditures. But we do set a pace with our 
demonstration that makes it very difficult for any other 
demonstrator to interest Mrs. Jones in any other ma- 
chine. She feels that she knows intimately the Mrs. 
Washing Machine that she met in our store. 

“Our prices, terms and the name of the machine is 
impressed upon her mind, also the excellent reasons for 
making the machine as it is made. We explain fully 
why the machine is worth the price we ask, also why we 
charge more for selling on time than for cash. 

“As we see it, there are just two parts to a washing 
machine sale: the finding of the prospect and then 
selling her. We have demonstrated that we can perform 
these two functions in our own way.” 


Electrical Goods Section 








The ONLY Iron 


with these 


Selling Features 


1. TROUBLE-PROOF, Non-Breakable Plug That Holds 
Cord Out of Way 


2. Patented Air-Cooled Handle 


3. 30-Year All-Over Heating Unit that keeps iron hot 
to the very edges 


4. Art-Steel Fireproof Case that permits iron to be 
put away hot 


Write us for merchandising 
plans on Sunbeam Irons. 


CHICAGO FLEXIBLE SHAFT CO. 
Dept. 3, 5600 Roosevelt Road. Chicago 


38 Years Making Quality Products 


Confidence in Fikaapin, 


Brand 


Tungsten Lamps are shown by 20,000 
retailers and 500 jobbers who sell them. 


























— Sy = ew 


140 Maple St., DanVers 
Mass. 

“Licensed under the General Elec- 

tric Company’s I d Lamp 

Patents.” 




















COLDWELL 


CU and Roller 


Economical — Dependable — Reason. 
able. Light weight, substantially 
built, easily handled. Free from 
trouble and delays. Special de- 
signed motor. Abundance of power. 
Cuts close to trees, etc. ows 
and rolls simultaneously. Tim- 
ken Tapered Roller Bearings. 


Coldwell Lawn Mower Co. 

= Newburgh, New York 
Dependable 

Lawn Mowers 


Hand — Horse — Gaso- 
line — Electric 




























ROTOMATIC 
FLASHLIGHT 





The greatest flashlight 
advance in a decade— 
affording dealers an 
unequalled oppor- 
tunity for flashlight 


with the 
marvelous 





| ROTOMATIC profits! Order from 
<ae your jobber. 
Switch hi FRENCH BATTERY CO. 


Madison, Wis. 
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New Goods to 


Crosley Showbox 





This 8-tube Crosley Showbox, Model 
706, is light socket operated, has three 
stages of radio frequency amplification, 
detector, two stages of audio ampli- 
fication, with push-pull output, plus 
rectifier tune for supplying current. 
It is complete in case shown. Neutro- 
dyne circuit. Illuminated dial, switch 
on set shuts off all current. Metal 
cabinet, easily removed and chassis 
may be mounted in number of console 
furniture cabinets. One of new models. 
Crosley Radio Corp., Cincinnati. 


Irons in Color Scheme 





This 6%-lb., 3-heat electric iron, with 
fused porcelain enamel colored tops and 
handles to match in green, blue, red 
and yellow, is a regular production 
item, No. 63A, in the Waage line. The 
suggested price is $6.75. The traveling 
size, 3 lb., in similar colors, is priced 
at $4. Waage Electric Co., 511 N. 
Ravenswood Ave., Chicago. 


Electric Water Heater 


The heating element 
in this automatic heater 
is immersed directly 
in the water. The 
tank is heat insulated 
with 2% inches of wool 
felt. The outside finish 
is nile green baked 
enamel. The thermo- 
static control can be set 
from 120 to 200 de- 
grees. The _ heater 
leaves the factory set 
at 160. Electrical con- 
nections are in cutout 
box in base of heater. 
A. J. Lindemann & 
Hoverson Co., Milwaukee, Wis. 





Home Sandwich Toaster 


This Empire Sandwich Toaster is 
designed to make toasted sandwiches 
as popular in the home as in restau- 





rants. Patented expansion hinge solves 
problem of thickness of the sandwich. 
Excellent for French toast, and grills 
bacon. Metal Ware Corp., Two Rivers, 
Wis. 





New Laun-dry-ette 


The new model of Laun-dry-ette has 

















to do with the actual washing. The 
idea centers 

about the cones and 25% faster 
which are ribbed s 
like a wash- stronge) 
board, have a i he | 
stronger suction -f a? rr oo 
up and a strong- Poa », 
er pressure ie, me h\ ose 
down. The en- 

tire interior of ._ ————— -| 
the machine is a fs 
engineered to felyaui Ore 
make this ef-§ “Sze down— 
fective motion ——————— 
of the clothes 

possible. Better cleansing done more 


quickly is the claimed result. The 
Laundryette Corp., 5100 Superior Ave., 
Cleveland. 





Coffee and Tea Percplator 


This percolator is recommended for 
either tea or coffee. The coffee is made 
in the usual percolator way. For tea 
the coffee basket can be replaced by a 





tea ball. The tea can be made by 
either steeping or boiling method. 


Heating element is of emersion type. 
— are Corporation, Two Rivers, 
is. 


Sell 


One of Eveready Line 


a 





It comes 


The Eveready line is new. 
into the trade without company prece- 


dent. The model shown is 7 tubes, re- 
cessed control panel, one dial control, 
dial illuminated, two additional knobs 
for volume and antenna trimmer. Case 
is die cast aluminum, dark green with 
silver striping. Height overall with 
legs, 27 in.; length 22%; width, 10%; 
height of set, 9%. Eveready loud 
speaker to match on table. National 
Carbon Co., Inc., New York. 





Adjustable Temperature Iron 





Heat for this iron is regulated by 
the button under the handle. Around 
the button is a dial marked silk, wool, 
cotton and linen. The user adjusts the 
indicator to the dial and the iron 
keeps that heat. The Liberty Gauge & 
Instrument Co., Cleveland, Ohio. 


Cord Tap Device 


This patented cord tap device is a 
quality product for use of the house- 
holder who wants to attach it to the 
woodwork ih his home. It is a quick, 
easy and safe way of providing outlets 
and is especially in demand by tenants. 
Supplied in black or brown composition 
or glazed porcelain. Beaver Machine 
& Tool Co., Newark, N. J. 








New Iron Price 


The Edison Electric Appliance Co., 
5600 West Taylor St., Chicago, an- 
nounced that the Model R Hotpoint 
iron has been reduced in retail price 
from $5 to $3.95. 
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72% Greater Holding, 
Power Than Wire 
Nails. Won’t Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Makers of Cut Floor Nails, Rico 
Floor Nails, Large Head Out Fi 
Headless Out Foundry, Black ond = 
vanized Out Shingle, Cut 
Hinge Noatis. 


READ! 
CUT NAILS 


Heré 











LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your order for 
Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 
Lawn Grass. 


1928 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth 
Seed Co. 
Bristol, Pa. 























They 
Are Ke) 
the Best | © 


Millions 
and Millions 


Of People Are Pushing 


BOMMER SPRING HINGES 


Whenever They Open a Door 


Follow 
the Line of Least Resistance 


Stock and Push Them 


Are 
the Best 
































Bommer Spring Hinge Co., Brooklyn, N. Y. 












GRAND RAPIDS 


ALL-STEEL 


SASH PULLEYS 


Whatever your requirements in Sash Pul- 
leys—Ball Bearing, Cone Bearing, Axle 
Bearing; drive or face plate types, small, 
medium or large—they can be filled most 
satisfactorily from the complete Grand 
Rapids All Steel Line. For instance, in 
the Grand Rapids Line only can you 
obtain the large lubricated Cone Bearing 
Pulley, self aligning and noiseless. 


Acknowledged the World’s Finest, 
they cost no more than the run of 
ordinary pulleys. Thousands have 
used nothing else for 30 years. 


P 
Sold by AU Distributors—Bverywhere No. 10 Ball’ Bearing 
No. 110 Cone 


A Popular Drive 
lle: 


Grand Rapids Hardware Co. (sted oes 3 
558 Eleventh Street, ee 
Grand Rapids, Mich., U. S. A. ver” 
> » 
PV. wr ed 
\a Oo... «x? 
Mail Qupon os 9" vs 
se 
for Free .,s* so o* 
N 
m o* i G 49 
Sa ples west ad 
o* as Ng yer 
o* rae yo it 
os See eet 
ao® oho” oh ae ee” gn xor® 
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IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 


TRADE MARK REC.U.S. PAT. OFF. 


Eacu year sees Sun-Red Edge more firmly 
established as the finest screening on the market. 


REYNOLDS WIRE Co. 
DIXON, ILLINOIS 














Russell Jennings 
Auger Bits 









Patented b 
bron Mr. Russell i 
Electricians in 1855 
Auger Bit 
Quick Boring Thread 


Single Lip and Spur 
Russell Jennings Mfg. Co. 


Chester, Conn. 





KEEP YOUR LAWN MOWER SHARP 


-—Z \ Tell this to your customers and make 
The BERGHMAN 





correctly. Full nickel plated steel 
body, forged bolt and nut, oil 
tempered sprin and an abrasive 
stone of the h quality make the 
BERGH 


lad to 
recommend. Nationally advertised in 
Better Homes & Gardens and in de- 
mand everywhere. Retails for $1.00. 


Send for sample order of one dozen in attractive display 
box and start selling now. 


B. Berghman Co. 
5737 W. Chicago Ave. 
Chicago, Ill. 


New York Representative 
D. M. Feder, 
132 Clymer St., Brooklyn, N. Y. 


























— T 
Thasitacks 


are quick sellers to students, clubs, 


offices and large organizations. 
Three Sizes ¥%"-7/16"-Y” 
36-10c Metal Boxes in attractive, 
green Display Carton. Dealers $2.15. 


Send for illustrated folder 
and Price List including 
Celluloid Covered Marking 
and Numbered Thumbtacks, 


Moore Push-Pin Co. 
(Wayne Junction) Philadelphia, Pa. 
Your Customers expect 
the Genuine Moore Push- 

P Moore Seon Pins and Moote Push-less 
PushThunshe , Hangers used in “Nearly 

ACKS Every Home” for Hang- 
ing Up Things. Est. 1900. 


Moore Push 
Chumbtacks 


Superior 
One-Piece 
































MOE’S POULTRY SUPPLIES 








4, 
“Moe’s Line” is a distin@tive high grade line of Poultry 
Equipment. Moderate in price, and popular with poultry raisers. 
Nothing better made. Write for Catalog and prices. 


WoEFT & COMPANY 


2305 Davis St. North Chicago, Til. 











MODEL 


“Known as the best” 


RUBBISH BURNER 


Woven from High carbon 
Flat Steel strips 
1%” wide x 18 gauge 


Give your customer a 
chance to buy the best 
Incinerator. 


fives Knocked down, 
In dividual cartons, 
3rd Class Freight. 


H. B. BORNSIDE 
Menafecterer end Patentee 
Providence, R. I. 
Write for price lists. 











—STUDEBAKER—; 


| The Great Independent 


A 76-year-old reputation for value and $105,000,000 in 
actual net assets, including mammoth plant facilities, 
research laboratories and an 800-acre proving ground, 
stand back of every Studebaker product. 


Studebaker delivery cars, 1 ton and % ton capacity, 
offer the greatest value in the wide field of delivery 
units. Ask any Studebaker dealer—he can prove 
this fact. 


Prices from $795 to $1195 f.0.b. factory. 


The Studebaker Corporation of America 
SOUTH BEND, INDIANA 
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The wrench with its 
Life insured! 









DIAMOND WRENCHES are insured for 
life. Policy in every box is finest talk- 
ing point possible. Guarantees absolutely 
highest quality. 

WRITE FOR CATALOG 
Diamond Calk Horseshoe Co. 


4622 Grand Ave., Duluth, Minn. 











Please Your Customers 
by selling them the 


Moon Razor Blade Holder 


It holds any type of razor blade at any angle. 
Additional blades may be carried in the 
magazine handle. 


It pays to sell the best. 
Please order from 


Sales Representative 


John H. Graham & Co., Inc. 
113 Chambers St. New York City 


Manufactured by ThE =-Y¥OeS > ce, 





New Haven, Conn. 























“LENOX” 


CORRECT DROP 
DESIGN FORGED 
SUPER WELL 

QUALITY BALANCED 








SL+GR EERE Ree ee 
2c ae a eee 2 





a! -" ~‘2W 


SCREW DRIVERS 
“The Toots in the Plaid Bor” 





AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS — GLASS CUTTERS 











[WIRE PRODUCTS | 






WIRE PRODUCTS 


for every need 
Cambria Fence 
Steel Fence Posts 
Wire—Barbed, Barbless and 
Twisted; Processed, Bright 
and Galvanized 
Nails—Cement-coated, Bright 
Blued and Galvanized 
Wire Rods Staples 
BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA, 


BETHLEHEM 


AINA 





Sa UN NL 





Robertson “Horseshoe Magnet’ Hammer 


THE HAMMER 
HOLDS 
THE TACK 

















The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 


Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. 
Sole Manufacturer 





FULTON 


Brand 
Guaranteed 


HARDWARE 








are distinguished by the Trade-mark and are 
guaranteed uncondition ally. This guarantee 
on quality merchandise, sold at lower than 
prevailing prices, fitseright in with the present buying 
tendency. . 
Our leaders include: 
known as the “Best Kloser Sold,” 





The Improved B K S Door Closer, 
GIANTGRIP Braces, 


Graham Night Latches, etc. Request Catalog No. 40 
which describes our complete Fulton line. 

United Hardware & Tool Corp. 
50-52 Howard St. New York 





| 

a 
gs 
(i, 


TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send 
BRAIDED CORDS +» COTTON TWINES 


for catalog and samples 


| 
| 
| 
| 
Lis 











The SNELL CONSTRUCTION BIT 


Stiffer, Stronger, Tougher! 





The Screw, the Spur, the Throat, 
the Cutting Edge and the Clear- 
ance are the important points by 
which a bit is judged. All Snell 
bits are judged by these points. 


Write for catalog today. 





BIT 


Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives : 
John H. Graham & Co., 113 Chambers 8t., 








New York City 
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Classified Opportunities 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





WHOLESALE HOUSE HANDLING WOODENWARE, Paper, Hard- 
ware and Miners Supplies, located in Western Pennsylvania. Brick build- 
ing with railroad siding. Located in excellent business district, popula- 
tion two hundred fifty thousand, only house of the kind in this district. 
Have good reason for selling. Address Box H-984, care of HarpWare 
Ace, New York. 


_ POSITION WANTED—HARDWARE SALESMAN with large follow- 
ing in New England and New York—20 years’ continuous successful sell- 
ing experience to retail and jobbing trade. At present managing factor 
sales, but would like to make change by July 1st. 40 years old, married. 
Address Box H-977, care of Harpware Ace, New York. 





EASTERN MANUFACTURERS’ REPRESENTATIVES HAVING 
CHICAGO OFFICE in good location for Hardware or kindred line wish 
to share office, stockroom space and stock clerk’s time with other manu- 
facturer desiring such facilities. Sales representation in Chicago also 
considered. Address Box H-994, care of Harpware Ace, New York. 





FOR SALE—A HARDWARE, PAINT AND HOUSEWARE STORE 
with all new modern fixtures in a prosperous location in Westchester 
County close to New York-City. Rental is very low and long lease. Best 
location. Write Box I-5, care of Harpware Ace, New York. 





WANT TO BUY A HARDWARE or Painters’ Supply business; 
located down town New York or within commuting distance in New Jersey. 
State location, price and how long established. Address Box I-9, care of 
Harpware AGE, New York. 








Let US Help You Werd Your “Want.” 








HELP WANTED 


WANTED—BY AN OLD ESTABLISHED FIRM, a young man not 
over 35 years with experience in guns, fishing tackle, general sporting 
goods and small tools. Would consider selling an interest in the business 
to one proving worthy. Location Massachusetts. Address Box I-7, care of 
Harpware AcE, New York. 


POSITIONS WANTED 











SALES ACCOUNTS WANTED 


SALESMAN AND SALES EXECUTIVE WITH 12 years’ experience 
calling on and in contact with wholesale and retail trade in -Western 
Pennsylvania, Eastern Ohio, Northern West Virginia, Northern Maryland 
and Northern Kentucky. Headquarters Pittsburgh. At present district 
sales manager for manufacturer. Would like to connect with manufacturer 
as sales executive, or represent a quality line in this district. Address 
Box I-6, care of Harpware AGE, New York. 





— 





SITUATION WANTED—BY THOROUGHLY COMPETENT and 
dependable Salesman—over twenty years experience. Acquainted with 
Hardware, Furniture and Department store trade, also the jobbing trade 
from coast to coast. Reliable references. Prefer territory central and 
ng f Y. and Pa. Address Box H-995, care of HarpwAre AGE, 

ew York. 


SALES REPRESENTATIVES WANTED 











More Commissions from Each Call 


Manufacturer of brand new hardware specialty already repeating 

fast through leading stores in the Metropolitan section wants Side 

Line Salesmen in every state. Hustlers can turn minutes into dollars 

by introducing this fine product. In replying advise territory covered, 

———— now represented and if you use car to cover territory. 
ct now. 


Address Box I-8, care of HARDWARE AGE, New York. 











HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remingten Building 


113 W. 42nd Street Bryant 7374-5-6 











EXECUTIVE WITH A BACKGROUND of National mer 
chandising desires connection with manufacturer—broad 
experience in purchasing, executive sales and general ad- 
ministration, familiar with manufacturing principles and 
jobbers’ problems—twelve years in last connection. Ad- 
dress Box H-992, care of HARDWARE AGE, New York. 











A Side Line—You Have Always Wanted!!! 


Wanted—Salesmen in every State, United States and Canada, calling 
on hardware and sporting goods dealers. You can make $Dollars$ 


with ease on every dealer you call on in less than tive minutes 
interview. An item that speaks for itself and Sells right Now. 
ase full particulars. Address Box H-935, care of HakpwaRe AGB, 
New 





York. 





oY 


SALESMAN WANTED, CALLING ON HARDWARE, Implement, 
and Mill Supply houses segsiesiy, to sell, WIRE ROPE, MANILA ROPE, 
BINDER TWINE from Manutfacturer’s stock in New York. Must have 
first class references and stand in good repute with his trade. To this 
man a fair commission will be paid promptly. Give your references and 
territory covered in first letter. Address Box H-978, care of Harpware 
Ace, New York. o 











EXPERIENCED HARDWARE SALESMEN WITH ESTABLISHED 
trade in and around the Metropolitan district to sell for a progressive New 
York Jobber featuring low prices and quality merchandise. Good oppor- 
tunity for the right man. State whether you own car and full particulars. 
Address Box I-2, care of Harpware Acg, New York. 





HARDWARE SALESMAN WANTED—Experienced man to travel 
in Middle Western States for reliable hardware manufacturer. Address 
giving experience and age, Box H-982, care of HArpware Ace, New York. 





SPECIALTY SALESMEN AND MANUFACTURER’S AGENTS 
calling on the hardware and implement trade, etc., can greatly increase 
their commissions with profitable side line. For full particulars, address 
Box H-996, care of Harpware Acz, New York. 





HARDWARE CLERK, 27, CHRISTIAN, practical, energetic, knows 
hardware, general repairing and electrical work, wants position offering 
a future. Address Box I-4, care of Harpware Ace, New York. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Hanpware Acer, New York City 








to handle. 





SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give detaile—insert “Classified 
Opportunities Section” of this paper and you’ll be reasonably sure to find a 
reliable salesman to represent you. 


your ad in the 





=== ll 
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YS cushion TIRE 


= =A\STORE LADDERS | 


Insure perfect shelf service for any & 
line of merchandise. Deep tread steps, / 
properly spaced, with convenient full 1) 

length handholds on both sides of 
ladder permit a or descending 
with ease. Both hands free to remove 

or replace stock without danger of fall- 

ing. Cushioned Tired Trolley and Truck Wheels elim- 

— soue and _— vibration. Erection as simple 
B,C. Utilize small space. Make top shelves 

ot available for stock purposes. One style— 

neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


mE FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


IM, 
HANAN) 
NY 


{iN 
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> BOLTS» N 
} CAPSCRE 


in Big Business 


Personal LEK ‘ 





Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 


Unien Ave. and E. 72nd St. 6249 te 6265 West 65th St. 
Telephone Breadway 640 Telephone Hemlock 4484 











The reputation of 


Brown €& SHARPE 
Touts 


for Accuracy and Reliability 
finds them a ready market 
wherever metal is used 


BROWN & SHARPE MFG CO 
PROVIPENCE RILUSA 


“world’s RY cols te (eda? Mme) it Accuracy” 











Osborne High Grade Punches 





Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
the 


Belt Punches 


facturing experience, employ only skilled workmen and use 
finest quality of materials. 
We stand back of every tool we make. Try us. 
Write for Catalog. 
Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








Seymour Smith “Handy Grass Shears” 


A complete line of 
Grass Shears, 
Pruning Shears and 
Tree Pruners. 
ABSOLUTELY 





Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 




















GUARANTEED 
Manufactured by a CALDWELL MEG. co. 
soaP EXMOUR, SMITH & SON, INC: Onkrille, Conn. a og occ 
S T R A T TON wag =" F --aas & — Sell 
4 PIPE CUTTERS 
of Quality! 


HANDLES 


Far Smali Tools, Utensils, Electrical Goods, Etc. 
Enameling, both beked and aw dried. 


STRATTON MFG. CO. Stratton, Maine 







Good mechanics prefer them for maximum 
satisfaction. Write for new Catalog. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave., Chicago, U.S.A. 




















Make Your Wants Known 


{f it's Hardware you have for sale or want to buy— 
make your wants known in HaRDWARD AGB, the “News- 
business” paper of hardware retailers and wholesalers 
all over the United States. 

HARDWARE AGE will bring buyer and seller together at 
minimum cost 














GOODELL-PRATT COMPANY 


Kvlumlhs 





Welding Sep is best by every 


test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 














GREENFIELD, MASS.U.S.A. 


DELL ~ PRATT 


FYefomclolo)o manele) a 
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A Cold Chisel 
That Retains Its 
Tough Cutting Edge 


This Green Line Cold Chisel does more 
than cut—it retains its cutting edge. 
Guaranteed to stand up even when used 
on granite or cast-iron drain pipe. 

It’s made of a Special DROP FORGED 
Alloy Steel known as 


KILBORN STEEL 


—the toughest and most durable steel 
known. Finished in a beautiful DUCO 
green. 

Made in 24 different sizes, 3/16ths. to 
1%4 inches. We also make 13 other styles 
of Chisels in different sizes. 


THE GREEN LINE includes Punches, 
Box Hooks, Drills, Cold Chisels, Screw 
Drivers and many other tools all equally 
dependable. 





Send for Complete Catalog. 


THE KILBORN & BISHOP CO. 
New Haven Conn. 
Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8S. Pat. Office 
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are Nationally Advertised 


Being nationally advertised and well known 
makes them quick sellers. You're sure of a 
good profit, also. 

Ask your Jobber for Genuine 
Domes of Silence and look for 
the name inside of each dome. 


If your Jobber cannot supply 
you—write us direct. 





We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street, New York City 














Best Known— Most Used 
Hose Clamp in the Industry! 


Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
good quality and «te equi- 
table and square sales icy 
under which they are dis- 
tribut 

Your guarantee is the name 
“Universal” stamped on 
each clamp and printed on 
each carton. for this 
name when you buy and be 
sure you get what you ask 
for. 

Their size adaptability, ease 
of installation, leak preven- 
tive feature and rust-proof 
construction make them all 
that a good clamp should be. 
Universal clamps are manu- 
factured from cold rolled 
steel wire—not strap. Their 
edges are smooth. very 
clamp is “Electro - Galvan- 
ized.” 

One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clamp 
adapted to % to 1% in. 


adjustability. 
Universal 
Patents Gronted Industrial Corp. 
‘taeb r 1931. Hackensack, N. J. 


UNIVERSAL cae 


Adjustable to fit ary hose ot ary ste 


/ 


Hardware 


Cloth 


Smooth, round stand- 
ard size wire. Even 
mesh. Straight sel- 
vage. Bright and 
thorough galvanizing. 
A strictly quality 
product at no advance 


in price. 


G. F. Wricut STEEL 
& Wire Co. 


Worcester, Mass. 


UPERIO 
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SMOOTH 
SANDED 
‘BIRCH? 
VENEER 
3*5 PLY WOOD 


HE proven best sellers from 112 items for- 

merly marketed by us. Now made into two 

Special Trial Assortments sold direct to 
Retailers, thus passing the usual Jobbers’ dis- 
count on to you. 


This Birchcraft Furniture is sold only for 
home decoration with brushing lacquers and 
art materials. Designed like regular furniture 
with square cut grooves, which enables us to 
supply interchangeable parts for replacement 
purposes. Your customers can assemble these 
parts into the piece with perfect results—a 
strong sales feature. 


This furniture is assembled by your custom- 
ers in the same manner as furniture is as- 
sembled at a factory. It therefore becomes 
really substantial furniture. Birchcraft Furni- 
ture is smooth sanded, accurately cut, and the 
shapes are flat, (no turnings used). 





“Y BIRCHCRAFT=. ‘ 





Sold DIRECT to Retail Dealers at NEW LOW PRICES 


The smooth surface makes it unnecessary to 
use a “filler”, A novice can lacquer it. 


Shipped knock-down with complete hardware 
and simple assembly instructions that anyone 
can follow. Assortment No. 8 contains one 
piece of each of the eight items shown above. 
Price, $8.00 F.0.B. Factory. Assortment No. 
24 contains three pieces of each item shown; 
price, $23.00 F.0.B. Factory. 


Most Retailers prefer the larger assortment, 
as with the one-piece-each assortment there is 
no way of telling which piece will sell best in 
your community. Order Now—Resell at these 
new, low, retail prices; No. 250—$2.30; No. 
251—$2.00; No. 252—$1.25; No. 253—75c.; 
No. 254—$1.40; No. 255—$1.50; No. 256— 
$1.00; No. 257—$2.50. On re-orders dealers 
may order items at the regular prices listed, 
less 40% discount. If Not Rated—Deduct 2% 
for Cash With Order. 


BIRCHCRPE T 2: waukesha, Wis. 
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